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To satisfy the nation’s sweet tooth this year, the 
candy industry must produce more than 2.6 bil- 
lion pounds. The per capita consumption will be 
around 18 pounds, and more than a billion dol- 
lars should be rung up in sales. 

In a sense, paper is as essential to the candy 
industry as sugar; and the variety of papers used 
in the making and marketing of candy in boxes, 
bars, and bulk is as great as the variety of candies 
in the most toothsome assortment of mints and 
marshmallows and chocolates and bonbons. 

The candy industry is a sweet advertiser and 


a sweet merchandiser, and that means papers in 
big volume for packages and packaging, point-of- 
sale displays and advertising . . . and that means, 
of course, a heavy demand for Mead Papers of 


the Mead, Dill & Collins, and Wheelwright lines, 
““the best buy in paper today.” 


See ne 


* *& & Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and Indexes; 
D & C Black & White; and Printflex Coated Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


THE MEAD CORPORATION © “PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17 Sales Offices: Mead, Dill & Collins, and Wheelwright Papers « Philadelphia « Boston « Chicago « Dayton 
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can be done by Offset on 
The new improved 


ATF LITTLE CHIEF 


THIS versatile offset press handles a wide range 
of work, including halftones and fine color jobs, 
producing excellent quality on any kind of stock 
from onion-skin to 4-ply card. It turns out better 
the many duplicating jobs. Speeds up to 5000 im- 
pressions per hour, yet simple to operate and 


economical in first cost and upkeep. 





For users wishing to prepare their own plates, 


complete ATF plate-making equipment and camera 


are available for use with the ATF Little Chief. 









sheet size 14x20 ; : 
printing areal3x19% Ask your ATF Salesman for information, or write 


American Type Founders 


200 Elmora Avenue, Elizabeth B, New Jersey 


Branches in Principal Cities 
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THE STRONGEST LINK IN 
THE MAIL ORDER PROMO. 
TION OF ANY PRODUCT IS 
THE EFFECTIVENESS OF THE 
LIST USED. 


WE CAN SUPPLY LISTS 
CAREFULLY SELECTED ON 
THE BASIS OF CUSTOMER 
PURCHASING PREFERENCE. 


WILLA MADDERN 
LIST BROKER 


215 Fourth Ave., New York 3, N.Y. 
Gramercy 3 - 3440 
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WHEN ROCKETS 
CARRY MAIL 


... Your promotion will benefit 
from the utmost speed.. But 
right now you can benefit from 
the utmost effectiveness! Take 
advantage of Ahrend’s 56 years 
of know-how .. . join the sue- 
cessful advertisers who win 
National Awards by relying on 
“the firm with the habit of 
success’! 


lor ideas, planning, copy, art, 
production and mailing that add 
up to top-flight merchandising. 
let's talk it over now. In the 
New York area there’s no 
obligation. 


DH AH REND COMPANY 


_— 
V tealove A Aisecd Adorlinng 


333 E. 44th St., N. Y. 17, MU 6-3212 
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' SHORT NOTES Makes 
j ake 
DEPARTMENT Photo- Offset 
ag 
PS 
> | ENTIRE ISSUE of the Fall Per- afford to rely on shmoos ... but must 
mani | Paper Quarterly ... has been de- depend on sales promotion and_hard- 
vote 9 a revival of a pre-war favorite. hitting advertising to do the job”. Clever 
the tterhead Portfolio”. And its a tie-in. Business reply eard can be torn off 
hone Published by Whiting-Plover if more information is wanted. 
Pap ompany of Stevens Point, Wis- 
cons: with offices at 71 Murray Street, pen 
New rk 7, N. Y.). There are 25 let- . eee 
terl inside this 8! x11". spiral- 
hour booklet. Copy is fictitious .. . - a - 
an emblance to pot companies is > A STIRRING DESCRIPTION of R. R. 
coin jental, There are a few examples Donnelley & Sons Company, Chicago. ap- 
—~ of the seven categories. Capital pears in a 24-page booklet that is a 
ZOO consumer goods, distribution, transcript of a radio program... NBC's 
ied retail, institutions and_profes- ‘In Our Town”. Cloyd Head, director of 
sion With each classification . . . an this weekly ‘program, uncovers and €X- 
exphi ction of the feeling that should plains the operations of Chicago 
be pai of the design. A beautiful job. museums, business establishments and 
Writ: for a copy. Plenty of good letter- the like. Donnelley took good advantage 
bead ideas. Gare te make vou think of the program devoted to their plant by | 
twice about your own. attractively reprinting with pictures. This In Your Own Office 
. three-color cover, one-color inside, 6 x 9 oummmantita 
booklet . . . is tithed “A Visit to 
JJe Donnelley’s.” New — Remineton Rand's sensa- 
3 tional PLAstipHoreR makes high 
> TREE FOLDERS. each in two colors de quality photo-olfset duplicating 
Pi (black plus either - . oe or a. plates in your own office, and costs 
Py ... Were sent to us Dy A. Lenman, ativer- ;, 
tising manager of the Euclid Road Ma- > “AN AMERICAN ADVENTURE?” is’ only a fourth as much as ordinary 
chinery Company, Cleveland 7, Ohio. the title of the 20-page, 742"x 11” booklet plate-making equipment. 
Interesting part is... that they were all produced by offset for the Hotels Statler 
run at one time on a four-color offset Company, Hotel Pennsylvania, New York Phere’s no need now to wait for 
press. Very economical, These 15°. "x 18" lL N. Y¥. Color cover, black-and-white lates. Why “send out” when you 
(when opened) self-mailers were made cartoon style inside tells the success story — 
available to distributors . . . and have of Ellsworth M. Statler. Shows the virtues can make your own in a matter ol 
tlready been gobbled up. Another print of free enterprise in this country. The minutes? 
order is in the offing. booklet was originally intended for Stat- 
ler’s 8.000 employees ... but it ended ‘The PLASTIPHOTER uses only 3 
ci up in the hands of 100,000 people. Clergy- si tall aia tani a 
. dae men, state officials, business leaders and ne ee ee ae ene 
& other groups throughout the country. The the need for costly arc lights, 
| —— —— booklet sells America. Does a good job ‘ — hivlere: : 
a = teat ARTS STERLING, 12 South 12th of it too. Another booklet along similar neaiens ane on a 
, Street, Philadelphia 7, has something dif- lines, “The Story of Norge” . . . a 24-pase, it cuts plate costs by 50°). 
| ferent in advertising folders. The use 514°x 7%", green and black booklet. Pub- | _ . , 
e . Kodachrome reproductions for silver- lished for Norge Division of Borg Warner No special training is required — 
. os unusual, The results are striking. . . « by the Campbell-Ewall Company. anyone in your office can operate 
L, Recent jobs were designed and planned General Motors Building, Detroit 2, Mici- dan ‘ieee 
= hy Gray & Rogers Advertising; printed igan. Again showing the reawakening to Se 
by Edward Stern & Company. the economic facts of American life; to Get full details on how this new 
the things that have allowed America to 
d . -—— become great and provide the highest development can help you do a 
fi eee standard of living available anywhere. better job with less cost. Just send 
a Takes Norge along with America up the ee ae —_ 
ae a . bails anil attiatiois us the coupon. ‘There's no obliga- 
> -TIERE’S ONE THING a shmoo can't _‘!tdder of success. | } | 
Ps produce... and thet thar is profitable | tion, of course, so send it now! 
> 4 addy Ising results. Or so says an 81a"x ll” . ddd Copyright, 1948, Remington Rand Inc. 
3 Epa lolder ... telling of the activities 
: OL Koretz, Ideas & Company. Ine., 899 TIME-SAVING * CONVENIENT * ECONOMICAL - - 
er Bro Street, Newark 2, New Jersey. As > THE NEW YORK TIMES does a con- ° 2 Main St. « #C-2 
~ oe , ape a see sistently terrific job of Direct Mail ad- Remingilon Kand Bridgeport 1, Conn. 
er Pe ful sell Geet Meee tines, se “milk; ~" vertising (viz. winners of newspaper 
m = butt. tastes like oli get No “7 ‘led _ d classification in this year’s DMAA Best Sirm oatala i ia taaeeataie 
& chi a he fried ‘ And — ec - of Industry Contest). Letters selling 
"AI . thi. "Al c riec ° AC ree, too. f space in boating, garden, auto and all the PD is snsineceisccsenncsecsonsensnnasinaniannsscnieiinnnenienianianoninn 
m= kK —s aeP s Lil Abner” cartoon. other sections of the paper. Plus all 
> or 2 has a drawing of a shmoo on the sannsnninns 
or - rove Inside “. . . the businessman can’t (Continued on Page 34) Pa . 
a Piastiphoter Inquiry Remington Rand Inc 





Bhecially for yc 





































an envelope that has individuality .. . (i 
: s 
one that identifies you and your product. By means of Cupples’ % , 
own coloring and striping processes, we fe 
can transform your present envelope into a : 
3 t 
symphony of beauty. We can give it the eye appeal Zz 
, 
so essential in direct mail. So to assure 
ti 
yourself of a more successful mailing, . 
h 
try Cupples’ envelopes of personalized appeal. 
a 
ti 
I 
te 
MW 
d 
for the best 
commercial envelopes, say, : 
C( 
th 
fg 
manufacturing envelopes ; 
th 
for fifty years. fo 
miki 
sw 
PLES ge 
envelope co.,iNne. sy 
Bi 


360 Furman Street + Brooklyn 2, New York 











WRAP eee ale nny iat Beg 
gah ate epoia ea rac itera pe EAA 


a 


Ae 
og 
se 
Sa04 
sae 
+e 
* 
Big 
3 
7 ae 
ys 
pw 
‘] 















nine kinds of letters where you can or 


sho. 4 avoid the mistake of too-short copy 


sop worrying 


aoout length... 


[| onder if you will do me the 
favo of forgetting everything you 


kno. bout letters. For the moment, 
fore all the rules you have been 
taug’ and forget there is any such 
thins as a letter, while I tell you a 
fairy -‘ory. 


Q:-e upon a time, there was a sales 
mansser who taught his men to con- 


duct -hort interviews. “Be brief” mot- 
toes ere posted on his bulletin board, 
and at every conference he tried to 
convince his salesmen that nobody 


listens to a sales talk longer than 350 
words. “You're just wasting your 
time to talk longer than two or three 
minutes.” he insisted. “No one will 
hear you after that.” 


Then there was another sales man- 
ager who instructed all his representa- 
tives to make their sales presentations 
longer. “The fellow who says an in- 
terview should be short doesn’t know 
what he’s talking about. It takes long 
discussions to get anywhere.” 


Sounds slightly screwloose, doesn’t 
it’ Very odd, indeed, that neither 
sales manager would train his men to 
concentrate their minds on making 
the sale—and keep harping on the 
lact that the function of a sales talk 
is to convince somebody to do some- 
thine. regardless of how many or how 


few words it takes. 
i! youre trying to bring about any 
kind of a result inside the head of 


SOD 


ne else. what’s the difference 
wheiher your language is spoken or 
Writien ? 


Toke this article for instance. It 


IS ¢ ng to run about 2.000 words. 
Ma 
But 


MBER, 1948 
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e that’s long; maybe it’s short. 
hope to make a sale, and I think «body ever reading more than one 


4 


> 


it will take about that many words. 
If someone told me that nobody 
would read more than five para- 
graphs on the subject, I'd give up. I 
couldn't do it. 


If the subject of length doesn’t ap- 
ply to you or interest you, you prob- 
ably won't read past the headlines, 
and you certainly haven't stuck with 
us this far. Remember that: it’s im- 
portant. But if you are interested in 
the subject, if it means anything to 
you or pertains to your job, then you 
are going to comb this article for all 
it’s worth. You are going to read it, 
all of it (unless you decide it’s par- 
ticularly bad), think about it, see 
what there is in it for your use, and 
you re going to wish it told you more. 
And don’t forget that, either. That’s 
very important. 


By now, you realize that I have 
been sneaking up on you with the 
broad implication that it’s silly to de- 
bate over the length of a letter with- 
out first defining the job of the letter. 
| have seen and written numerous ex- 
amples of one-sentence letters that did 
the trick; and my letter museum con- 
tains a number of letters that consist 
of a single word. 


But if you will visit me in my letter 
laboratory I will also show you a con- 
siderable number of letters of two, 
three, and four pages that were more 
successful than one-page letters. | 
will show you a six-page letter that 
is doing a whale of a big job, a nine- 
page letter which did better than any- 
thing ever used by the company, a 
25-page letter and a 60-page letter 
that were successful. 


Is it true what they say about no- 






by 


howard dana shaw 





page? A Marine corporal fighting in 
the South Pacific waited a long time 
for a letter from his girl, but when 
it came it contained 27,000 words. 
Do you think he considered it too 
long to read? Remember the time 
you ran an ad for a secretary, and 
asked the applicants to “write in full” 
so you could tell what kind of girls 
they were? Remember how exasper- 
ated you were over those one-para- 
graph answers? 


Maybe these situations, and count- 
less others like them, are different. 
But the point is, people do read—or 
want to read—more than a few brief 
words. People read columns of sport- 
ing news, home town news, financial 
news, because it comes close to home. 
It interests them. or helps them, or 
does something for them. And _ re- 
member “Gone With The Wind” and 
“Anthony Adverse”? A third of a 
million people spent money for “An- 
thony Adverse” in six months, and it 
has 1240 pages. It has been trans- 
lated into 12 languages, and is now 
published in a new edition. The au- 
thor felt he had a job to do that was 
not a one-page job but a thousand- 
page-plus job. 


If the job your letter has to do takes 
two or more pages—and we'll talk 
about when and why in a minute 
then don’t let the one-page myth 
frighten you. You know as well as 
you know your own name that people 
will read and read and read, pro- 
vided they are interested or lured by 
promised benefits. Not only that, but 
they will cry for more! 


Or, let's look at it another way. 
Go back to our fairy story. The aver- 
age sales interview, somebody has 
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Free Booklets by 
Dr. Robert R. Aurner 


INCREASE THE 


PULLING POWER 
of your business letters 


Your success with business letters is 
measured by four simple tests—and 
the fine cotton-fiber paper we've 
been making for 65 years, water- 
marked “by Fox River,” is only one 
of the four ingredients of mail that 
makes you money. 
Writing in the free booklet, Money- 
Making Mail, Dr. Aurner points out, 
“The real PAY is what you say.”” Then 
he helps you say the things that pay in 
second booklet, How to Put SOCK in 
Your First Sentence. 
Eminent authority on letters, for 18 years 
Dr. Aurner was ranking professor of busi- 
ness administration at the University of 
Wisconsin — now heads our Better Let- 
ters Division. 
Both booklets are ready for you — both 
free — write today. Please use your busi- 
ness letterhead. Fox RIVER PAPER Cor- 
PORATION, 2015 Appleton St., 
Appleton, Wisconsin. 
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LEDGER, watermarked “by FOX River” a 


said, takes 4,000 words. But every 
good salesman knows he should stop 
when the sale is made, and it occa- 
sionally happens after two or three 
sentences. So either of our two imag- 
inary sales managers would be fired. 
Most letters are written to get some- 


body to do something, so they are 
comparable to salesmen. No rule 


should compel them to be either short 
or long. They should obviously be 
designed to fulfill the intended pur- 
pose. 

Ordinarily. a salesman spends more 
than 300 words on_prelinfinaries— 
weather. politics. small talk. That’s 
two minutes speaking time. or a one- 
page letter. If he can sell you in that 
few words. he is good. He doesn’t 
usually try, any more than a political 
speaker or a minister undertakes to 
convert you in two minutes. All of 
them build. Patiently they weave a 
state of mind. a way of looking at 
things. They bring you under their 


spell. 


How long does it take? Few would 
expect to achieve the result in 10 
minutes-—that’s probably 1500 words 
or five or six pages of a letter. Twenty 
minutes would be 3000 words. of per- 
haps a 10-page letter. 


Sometimes a letter should be a few 
words or a few sentences. -Again. a 
letter must make friends, establish 
confidence. get the reader in stride. 
build conviction, answer a flock of 
questions and objections. and some- 
how coax somebody into actually do- 
ing something about it. And brother. 
that takes words and time. Under 
many circumstances. a short letter can 
be explained only by. assuming that 
the reader is not interested! You 
know how 
last if he took that assumption. 


To get down to brass tacks. what 
kind of letters should be long, and 
how can you tell how long they should 
be? We had an article on these pages 
in February. “How to Get Ready to 
Write a Letter.” in which we talked 
about one of the main angles of this 
subject. The path into a man’s mind. 
where the sale must be made. is 
blocked by hurdles. These hurdles or 
barriers are his objections. points of 
resistance. questions, and wonder- 
ments of many kinds. Unless a writer 
knows prettv well what these barriers 
or stopping points are. and then suc- 
ceeds in answering all of the serious 
ones. his message will not do the job. 


My recommendation always is: 


THE REPORTER OF DIRECT MAIL ADVERTIS NG 


long a salesman would 


Spend some time learning, or at ‘east 
imagining, these hurdles as speci ‘cal- 
ly as possible. Write them down, and 
let them sink in. Then as you y rite, 
handle them—not by a direct fr nta) 
reply but by weaving the answers into 
your story. 


So. a general rule is this—wr te a 
long letter when there are many. ar. 
riers. Or. to be a little more ex: licit 
and helpful. here is a yardstick you 
can use as a guide: 


lled 


A long (or longer) letter is « 


for 


l. If your product or servi > is 
something for which a demand joes 
not already exist (it’s new, the n: igh- 
bors don't have one, prospect th inks 
he doesn’t want it, ete.) 


2. If your offer or product is xard 
to explain (it’s complicated, new. de. 
pends on something else, or in gen- 
eral “takes some explaining’). 


3. If the price is high (a $38.000 
machine was sold by mail but it took 
more words than a $3 book). 


4. If the matter must be consid- 
ered or taken up with others (the 
Board must be consulted or for some 
reason the decision will necessarily 
come later). 


5. If your reader or class of read- 
ers is resistant (old people, individ- 
uals who “get around=’ or receive 
lots of mail, educated people, and 
busy people, in general have higher 
sales resistance or are more set in 
their ways—and it takes more copy, 
not less. to meet resistance). 


6. If, on the other hand, your 
reader has more time to read, you 
can write longer copy (the young, the 
rural, the housewife) ; and for max- 
imum results you should always write 
longer letters if there is a chance of 
setting them read. 


7. If your reader has indicated 
his interest (sent in an inquiry, made 
a complaint, etc.). 


8. If the product bears directly 
on your reader’s success or happiness, 
he will probably read as much as you 
want to write—if you show clearly 
how it does bear on his success 


9. If you want to select. Many 
writers fail to realize. until they stum- 
ble onto the fact. that long letters 
bring a better quality of 3 inquirer : or 
orders (assuming the copy is p*op 
erly and honestly prepared) ‘an 
short letters do. 
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Ra [just worn out...Directors’ Day in 
our e again... Didn't I tell you? 
a ( es every six months. The directors 
es are ly from Richmond. They meet all 
Ee mol and after lunch they visit the 
Be dep: ents, sort of like a reception. 
| | avorite directors are Mr. Finnald 
anc Otherry—the darlingest little old 
me! hey retired years ago, but are 
inter ed in just about everything... and 
the ays remember names! 
| ‘it off they noticed the new postage 
metc \nd who steps up and takes credit 
for ut Mr. Big-l-Am Smithers. They 
i. say vife is kin to some big stockholder. 
3 He e Assistant Office Manager, but 
- mal to play contract at that Club 
1 ever) day!...And I practically nagged 
\ him weeks to put in a postage meter. 
: The ..an simply sickens me! 
. Ws, Mr. Finnald wants to see how 
€ FF sthe eter works. And our Assistant Office 
. ‘ Manicer fumbles around ...and pretty 
\ = soon its as plain as day that he doesn’t 
: knoy any more about it than a month-old 
d- ‘ baby! Never saw a man so fussed!... 
d- : Then | stepped up. 
. “| guess Mr. Smithers has been much 
. : too busy with more important things than 
_ this l!tle old machine,” I said, smiling at 
- : him just as sweetly as if I liked him! 
7 First thing, I said, there wasn’t a single 
© little old icky paper stamp left in the office 
- % that you had to keep locked up in a little e 
he 3 old tin box... and we're all through with « 
- ; that unsanitary lickin’ and stickin’ stamps 
ite and envelopes. 
of 3 (he postoffice, I explained, just sets the I pointed out the little windows that As they left I heard the Assistant Office 
Z meter for as much postage as we want to tell how much postage has been used up _— Manager tell them I was one of his brighter 
ed fe ODUy @ any time. And in the meter, the — and what's still on hand...mentioned — girls... Certain people, sometimes, can 
de = postage is absolutely safe, can’t get lost, that metered mail didn’t have to be certainly be sickening! 
A borrowed or stuck together. cancelled in the postoffice ... And since 
Es we got the meter, nobody’d stayed after THE convenience and dependability of 
a Pa N: xt I showed them thelittleleversyou hours to tend to the mail—not even when __ the postage meter win thousands of new 
~ i Sel vet any amount of stamp for any monthly statements run extra heavy. users to metered mailing every year... 
ivy kind of letter mail. Then I fed a letter into Well, Mr. Finnald and Mr. Otherry If you'd like to know what a postage 
4 the meter, turned the handle—and out it were just as pleased, and put a few letters meter can do for your office, just call the 
a came with meter stamp, postmark, and a through the meter themselves. Then they nearest Pitney-Bowes office. Or write direct 
ny * little ad for the company and the envelope congratulated me on my “‘very excellent to Stamford for “So You Have No Mailing 
me 3 flap -caled up, too. exposition’’—imagine! And shook hands! Problems?’’—our new illustrated booklet. 
ers ia 
or i » 
op 
nan ¢ 
7 = PITNEY-BOwWES (ostage Mete/ 
NG 4 taal PITNEY-BOWES., Inc. 2071 Pacific St., Stamford, Conn. ... Originators of Metered 
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Mail. Largest makers of mailing machines, Branches in 93 cities in the United States and Canada, 
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@ More and more of America’s industrial leaders who contribute 
to our design for living, present and future, choose Hammermil.’s 
Cockletone Bond today. They find in it the “heavier” quality feel, the 
crisp crackle and snap to add impressiveness to their business messages. 
@ Examine this fine new accomplishment of modern papermaking. Consider 


appointing it your business representative. Its moderate cost will surprise you! 


THE FINEST LETTERHEAD PAPER 
EVER PRODUCED BY HAMMERMILL 






CRAFTSMEN 





SEND THIS COUPON NOW... for Cockletone Bond Cocklotone 
portfolio showing specimen letterheads, and sample 
book of Cockletone Bond in all weights for letterhead 
use... also matching envelopes. 


MAMMERM 
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Hammermill Paper Company 
| pany) 





1621 East Lake Road, Erie, Pennsylvania 


Please send me— FREE — Cockletone Bond Portfolio and sample book. 


Receipt of a complaint letter s a 
slaring example of a situation w ere 
longer copy is usually needed. ‘he 


big corporations have found _ hat 
when John Doe writes about his 


troubles. he wants the compan’ to 
take them seriously. You can’t b: 
off an irate customer with a [ew 
neatly turned sentences. He is alle gic 
to curtness. One authority even s ys: 
“If the letter is incoherent and re- 
dundant, so much the better; the us. 
tomer will read it over and over, s 


OW 
it to his friends. and pack it in his 
wallet to peruse during lonesome bus 


rides.” A customer who gets on. of 
those brief official “adjustment” let- 
ters that sounds so smooth and or- 
rect is likely never to feel the s ime 
about the company again. 


We have tried to say that rea:/ers 


will read many paragraphs or p.ges 
if they are interested—provided you 


have written about them, made (eit 
problems important. and offered a 
solution or benefit. We wouldn't be 
cuilty. however, of saving that’s all 
there is to it. When a longer letter 
is called for. be smart and follow the 
rules that will help get it read. For 
example, in the matter of appearance. 
make it inviting and easy to read. 
Break it into short paragraphs, use a 
few sub-headings, and_ utilize the 
fetching power of occasional under- 
score and all-caps style if not over- 
done. 


The biggest thing about any letter 
written to a stranger is the opening 
sentence, and we ll have an article on 
this subject in a coming issue of THE 
REPORTER. 


Other important rules of successful 
letter-writing to keep particularly in 
mind are: Write clearly. Write with 
enthusiasm. Avoid breaks in the con- 
tinuity. Avoid being too cocksure. 


Observe these points, and when a 
long letter is needed you ll find it 
will hit the gong for you. In general. 
a long letter will invariably outpull 
a short letter. Vie Schwab. who knows 
much about this subject, says \our 
returns are likely to be in direct ratio 
to the length of your copy. That's 
assuming good copy. naturally. 


\nother expert in the mail-order 
held Says. ~ A successful letter is lixely 
to be quite long. Many, many ‘ests 
by many men have proved this: «ven 
busy executives will read long le’ ters 
if these letters tell them. in an i: ter: 
esting way. something of valu to 
them,” 
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THIS IS A DMAA BEST OF INDUSTRY AWARD WINNER FOR 1948 


KOW EQUITABLE LIFE 


USES DIRECT MAIL 


by mes M. Stewart 


. 
_—— 


years ago, Director of Sales 


Pro tion Charles Corcoran brought 
to | iitable Life Assurance Society 
of : U.S. an advertising formula 
des: ed to coordinate Direct Mail 
and ctwork broadcasts with the per- 


sone efforts of their local agents. 


| -ntially this is a story of suc- 


cess :| Direct Mail, but a clear pic- 
ture of the overall plan is important 
befuie going into detail. Mr. Cor- 


coran s basic thinking is that . . 
“Life insurance is so firmly grounded 
in our economy that the need for 
general conditioning—except to keep 
a company identified before the pub- 
lic is not the major requirement 
of a life insurance company’s adver- 
tising. It is far more necessary to 
bring specific needs home to specific 
individuals and to make them con- 
scious of the manner in which life 
insurance can solve those needs. Di- 
rect Mail... because it can be per- 
sonal. it can be selective, it can be 
more inclusive, makes a genuine con- 
tribution to our sales efforts. The 
Equitable’s program combines radio 
advertising and Direct Mail to the 
virtual exclusion of other advertising 
media.” 


Livery eight weeks (since 1946) 
special kits of promotional material 
are mailed to Equitable’s 6800 agents. 
Kach kit sells a distinct kind of life 
insurance social security or 
retirement income, for example. The 
kit vives advice to the agent 
telling him how to use the enclosed 
printed promotion, how to coordin- 
ate with radio commercials that are 
concurrently pushing same type 
policy. 


e major purposes for the com- » 


bin 4 promotions are: 


| Institutional advertising. 


EMBER, 1948 





(2) Increasing 
agents. > 


recognition for 


(3) Promoting inquiries due to 
radio. 


(4) Promoting 
Direct Mail. 

(5) Increasing activities of agents 
among new prospects. 


inquiries due to 


(6) Increasing sales. 


Here briefly is how the program 
agents. 


A. The salesman initiates the pro- 
motion by mailing to his local pros- 
pects an invitation to listen to “This 
Is Your FBI” (ABC network, Friday 
evenings). The invitation is usually 
a footnote to a combination selling 
message and reply card. Station and 
time are filled in by agent. 


B. The sales message by air. Tells 
more about the insurance policy. Sug- 
gests listeners get in touch with local 
representative or the station. 


C. The follow-up sales presenta- 
tion by the agent in person. 


D. Ifa sale is not closed, a post- 
interview mailing is sent out to sum 
up all the sales points brought up in 
the personal call. This procedure 
has been found to be extremely valu- 
able in making further sales, and is 
now a vital part of the Equitable 
program. 


One of Charles Corcoran’s biggest 
jobs in getting this program rolling 

. was selling the idea to 6800 Equi- 
table agents. Timing of mailing and 
good lists were essential. 


So special local parties were ar- 
ranged. Those agents whose lists 
were found in good order were in- 
vited with their wives to view a radio 
show and enjoy a good dinner. All 
this naturally put the men in a re- 


ceptive mood for suggestions of ef- 
fective Radio-Direct Mail tie-in. 

It paid off. Attracted their initial 
interest and efficiency of program has 
held it. From 150 salesmen using 
Equitable’s Direct Mail program in 
1946 . . . the number has jumped to 
2400 today. 


Incidentally, no agency is forced 
to use the company’s free literature. 
It’s optional. Equitable’s New York 
office only guides and gives occasional 
advice to branches. 


Although the home office creates 
and prepares all the printed promo- 
tion . . . the mailing to prospects is 
a completely decentralized operation 
at the local level. Lists are made up 
and maintained by local agents 
throughout the country. 


Corcoran urges that mailings be 
kept small enough (25-50 a week) so 
that a personal call to all recipients 
will follow the impact of first mail- 
ing and radio commercial. Experi- 
ence has shown that non-repliers to 
the initial mailing are usually as good 
prospects as repliers. So all recipi- 
ents are seen. 


Lists are compiled at agent’s dis- 
cretion. Newcomers in community 
... especially business organizations, 
are considered good insurance pros- 
pects. So one way used to obt&in 
these names is by comparison of tele- 
phone book listings for the present 
year vs. those of the previous year. 
These new names are then carefully 
sorted and placed on the list. Very 
few compiled or rented lists are used. 


His list will also be composed of 
present policy holders (prospects for 
additional insurance), people previ- 
ously reached but not as yet sold, 
friends and acquaintances, referred 
leads and so on. 


(Continued on Page 12) 

















Emphasis is placed on a_ small 
selective list. The agent must know 
each case individually . . . and what 


policy that person needs. Prospects 
receive only appropriate printed 
promotion. 


Nowd be a good time to take a 
look at a typical kit . . . the Social 
Security Promotion Kit which ran 
this year from February 6th to March 
26th. It’s pictured in detail on this 
page, flanked by two other portfolios. 
lt contains four sample pieces. The 
agent orders as needed. 

The kit itself is a 9144" x 1014" 
folded, with die-cut pockets for 
sample mailing material. Copy on 
the kit tells the agent about forth- 
coming radio commercials . . . and 
how he can tie-in with enclosed 
material. 


(1) The first folder to be mailed 
is a blue and black, 3144" x 514”, two- 
fold job. Done by offset, as are prac- 
tically all of Equitable’s printed pro- 
motion. One-third is a self-addressed 
card which can be mailed to Social 
Security Board . . . so prospect can 
get a record of his accounts. It points 
out the danger of error in these ac- 


counts, among other things. Also 
an invitation to listen to “This Is 
Your FBI.” Agent's follow-up is 


timed to the government's reply. He 
interprets the wage account and per- 
forms the service offered by the radio 
program. Makes use of piece two. 


(2) A 914” x 12”, three-fold folder 
mailed after radio program. The 
commercial pointed out that all cov- 
ered workers should know what their 
social security benefits amount to in 
dollars and cents. This form helps 
the agent perform the services prom- 
ised. Also contains information 
necessary for filing social security 
claims. 
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(3) Another two-fold, postcard- 
sized piece. Printing was split run. 
Part of them contained an_invita- 
tion to listen to the radio. ‘The rest 
.. . for use after this series of com- 
mercials is ended. All these pieces 
are designed for continued use after 
initial promotion . . . by dropping 
out time and station information in 
the split run. 


The form in use after initial pro- 
motion aims: (1) to attract replies 
for further information, (2) to pave 
the way for an agent’s introduction 
of a service coordinating — social 
security with life insurance, and (3) 
to invite listening to the radio pro- 
gram if sent during the initial period 
of the campaign. Attached reply card 
can be mailed to get more _ infor- 
mation. 


(4) The last of this series is a 
folder called “Taking the IF out of 
LIFE.” Opens to 12° x 1244” form 
. . . that is used by the agent in fol- 
low-up to service calls and in sales 
demonstrations. Shows the inade- 
quacy of social security and the need 
for life insurance. 


An interesting fact turned up in 
the retirement mailing. Two slightly 
different cards were sent by agents 
to men and women .. . each titled 
“What a Difference a Few Dollars 
Make.” Both two-folded, two-color 
folders, with one section, a business 
reply card. Overall results indicated 
women were more interested . . . as 
returns were higher. 


But, Equitable didn’t ask for ladies’ 
age on the open business reply card. 
For experience has proven that re- 
turns take a big dip if this embar- 
rassing question is raised. Doesn't 
bother the men . . . so question stays. 
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so that salesman can prepare ex.ct 
figures of premiums. etc., to prosp ct 
at first meeting. 


The final test of any advertising. of 
course, lies with the results. H .\ 
many sales were made because of he 
advertising? Did the advertis ig 
serve the purpose for which it \ as 
intended ? 


Questionnaires are mailed to age ts 
at the close of each campaign to 
ascertain (1) the number of part °i- 
pants, (2) the amount of mate: al 
used and (3) the amount of ins r- 
ance sold. 


From February 6th to March 206.4, 
1948, the Social Security Promot 
sold thirteen million dollars of 
surance. From June 18th to Aug 
6th the Retirement Income Pron o- 
tion was responsible for eighteen ai 


a half million dollars. 
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These figures are little more than 
an indication of the full effect 
of the advertising. The nature of 
life insurance selling prevents final 
tabulation until around six months 
after each campaign. And no effort 
is made by Equitable to keep track 
of these lengthy calculations that 
would burden agency offices. 


Charles Corcoran says . . 


“Direct Mail has proven its worth 
many times over with the Equitable. 
Since the very beginning of the com- 
pany, ninety years ago, Direct Mail 
has fulfilled admirably its multiple 
functions of securing replies, making 
sales interview possible, and keeping 
subjects discussed fresh in the minds 
of the prospects. Because of the close 
personal nature of life insurance sell- 
ing, it is my belief that no other ad- 
vertising medium could serve as well.” 
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2 government post card to a 96 page catalog; from sizes 2” x 
* 4” to 91/4” x 13”; from one fold up to 5 folds (3/16” thick). 
: The entire machine weighs 600 Ibs., can be wheeled where 
e needed, only takes up six feet by two feet. Ready for operation 





Automatic sealing at speeds of 6000 to 15,000 pieces per 
hour opens unlimited vistas to direct mailers. Self-mailers and 
other promotion pieces can be sealed at incredibly lower costs 


through SEAL-0-MATIC, the completely automatic sealing machine. 


Irrespective of volume (on one job, just 5 SEAL-O-MATIC ma- 
chines handled 9-million pieces in 17 days), you can seal auto- 


matically advertising material of all types ranging from a 


na 
St. 


when plugged into convenient light socket. Simple to operate, 


it requires no skills or training. Maintenance costs are negli- 


25 
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For complete details, write to 


SEAL-O-MATIC MACHINE MANUFACTURING (0., Inc. 


SOUTH HACKENSACK, N. J. 






























































On Thank You Letters .. . 


Here’s a letter we received from 
Mary Ellen Clancy, 250 Park Avenue, 
New York 17, .N. Y. 


Hi, Henry Hoke! 


Congratulations on a SUPERB Conven- 
tion issue! 

A first quick perusal hit on Jack Carr’s 
article—his stuff is always tops. This time 
he dwelt on MY pet... THANK YOU 
letters. 


You might like to see my series which 
[| just mimeographed and sent to the mem- 
bers of the Small Shops Advertising Ex- 
change of the M.A.S.A, 


All the Best, 
Mary Ellen 


P.S.—Nothing .. BUT NOTHING... 
could taste as good as a piece of that 
lemon meringue pie, but as you said in 
“ce”, THANK YOU letters are “extra pieces 
of pie that * bring you amazing rewards.” 

P.P.S.—I left out the word “may”* 
deliberately ! 

And the booklet is clever. Green 
stock used for cover, 544° x 814°... 
with 15 ways of saying “thank you” 
mimeographed. Inside, 8 pages of 
samples of these letters. We'll list 
one of the best. 


Dear Mr. Brown: 

I've been groping for a new way to say 
“THANK YOU” for the work you’ve been 
giving my highly capable staff... to tell 
you how grateful we are for the confidence 
you place in us... but I always get back 


to that old standby -THANK YOU. 


It's a simple phrase, but it means a 
great deal. So, once again, the CLANCY 
STAFF sends forth “the still small voice 
of gratitude.” 

Many thanks. 

Merci Beaucoup 

Danke Schoen 

Grazie Infinite 

Muchas Gracias 

Tackar sa mycke 

Go Rhabh Maith Agath 

I don’t know how you'd say it, but I’d 
say it in Gaelic, Go Rhabh Maith Agath 
(if | could pronounce it!) or, the good old 
American way, THANK YOU! 

THANK YOU for all the work you’ve 
been sending me... 

THANK YOU for the implicit confi- 
dence you've shown in my unusually capa- 
ble staff “ee 

THANK YOU for . . . well, gosh, 
THANKS FOR EVERYTHING! 


Cordially yours, 


P.S.—And I'll THANK YOU to remem- 
ber that CLANCY does the finest mulfi- 


graphing, mimeographing and _ mailing 
work in town! : 
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Some More About Lotteries 


On Page 30 of the April, 1948, issue 
of THE REPORTER we told the story 
about a Jackson Heights furniture 
dealer who featured an “old custom- 
ers’ night.” This store mailed to each 
prewar customer two numbered tick- 
ets inviting them to the special event 
limited to former customers only, and 
offering door prizes to the holders of 
lucky numbers. 


We reported that results were sen- 
sational. Following the appearance of 
this article, THE REPORTER received 
several letters from department store 
or retail promotion managers, asking, 
“Does THE REPORTER condone viola- 
tion of the postal laws? Isn't this a 
clear cut violation of the laws against 
lotteries ?” 


After a thorough check up with the 
Post Office, here is a final definite re- 
port on the Jackson Heights case and 
any similar case. 


A lottery must have all of three 
phases: 


1. The offer of a prize 


2. An element of chance for win- 
ning the prize 


3. A consideration for entering 


contest 


In the past . . . the Post Office has 
taken the position that asking a cus- 
tomer or prospect to visit your store 
constitutes “consideration.” You were 
asking him to contribute his time and 
possibly some expense in making the 
effort in visiting your store. 


But the Post Office has changed its 
interpretation of “consideration.” All 
Postmasters have been notified that 
asking the recipient of a contest to 
register at the store will not be con- 
sidered “consideration” unless other 
requests are made which would take 
“undue” effort. 


That is, you can send out tickets 
for door prizes, similar to the case 
history we gave in THE REPORTER. 






You can tell the customers to com to 
the store and participate in the p ize 
drawing if... the prize drawing nd 
the awards of prizes are held on ‘ iat 


specific date. If you demand that the 


winner return to the store anotuer 
time to collect the prize, or if tiey 
have to search for their prizes or 
make a purchase or any other eff prt, 
the Post Office may rule that “con- 
sideration” is involved, and that the 
scheme is a lottery. 


So, if you are in the retail business 
and you want to offer door prizes for 
any special event . . . you may now 
feel entirely free to do so. You will 
not be bothered by the Post Office or 
the Better Business Bureau. (Unless 
of course the retail association in 
your town has some policy against 
premiums or extra merchandise. ) 


Such prizes can be called “adver- 
tising’. But if you do use prize draw- 
ings as a drawing card for getting 
your customers into the store . . . be 
careful to follow the interpretation of 
the Post Office. Don’t ask the cus- 
tomer or prospect to do anything ex- 
cept come to the store and collect the 
prize that his number has drawn. 


We have tried to get a ruling on 
where this interpretation fits in with 
Advertising €lubs, Civic Clubs and 
religious groups who offer door 
prizes, who have been asked by Post- 
masters not to mention prize drawings 
in material sent through the mail. The 
trouble in most of these cases is that 
to attend these drawings the members 
must pay a luncheon charge or some 
attendance fee. The Post Office rules 
that this payment is “consideration” 
for entering the prize drawing and 
therefore violates the lottery laws. 
Don’t blame the Post Office for this 
mixed-up lottery business. The Post 
Office is simply trying to enforce 
(which is its duty) the United Stvtes 
laws prohibiting any kind of a ‘ot- 
tery. Until these laws are changed by 
Congress, the Post Office must do its 
best to enforce the present laws. 


THE REPORTER OF DIRECT MAIL ADVERTISI NG 








> — St — ‘e*) —_ — cD _ 


. a : . , ral ia gir eae fe, vr 
Nes he oe cree “ BAS Aba ieee Oy 8 PT AAR be TY “3 ae ad Ay A . , . 
- A Sti Aee ay oe ge AIG So OS AE AN LER Wit re SAR ES oe Sees ah NIE ng age - a i a sae 
i aes SEP EO Ie URE, Ce ee ee See, “ A eae eine gS, DEES: ye ey fahihe, ht ee NE! ties ’ 
. ea. A RM os Wh oie Shae (7 Sale ean A as Ris FOE ne tis et Moe MN a LS RBS Pi tas ge See TO eT eno cl ye oes 
Kc asec, AAG ATy . EI A Eh SIL, LEAD AES AE ey Pa in EG Fe Os eee f ia ° DEG Te OE Say Bee 


& - 8 
‘% 
4 
3 
ye 
ee 
Pe 





TiMiclame tm’ 2-11 oCMl a Maleliit= 


Paper-making for more than half a century has resulted 

in the acquisition of facilities and the development of 

techniques that keep Champion in the vanguard of the 

industry. Champion service is equally as dependable as 
are Champion papers. 


MHE CHAMPION PAPER AND FIBRE COMPANY 


General Offices: Hamilton, Ohio 


Mills at Hamilton, Ohio, Canton, N. C., and Houston, Texas 


























Strictly Mail Order 


Reporter's Note: 


Our editorial mouths have been 
watering this last month or so . . 
looking over the food-gift. mail order 
pieces we ve seen. Beautifully printed. 
4-or-more-color booklets showing 
oranges, grapefruit, nuts. candies and 
what-not. Extravagant . . . but very 
effective. 

Most are trying to sell 6, 9 or 12 
monthly gift mailings. 


A couple of mailings included cards 
to be self-addressed and sent in with 
order. Then all the seller does to 
acknowledge order is send the card 
right back to you. Printed copy (your 
order is now filled) is already on card. 

Blum’s of San Francisco, in pro- 
moting their “Parade of Sweets’. also 
has a good idea in a Business Reply 


Envelope. Normal size envelope 
opens out (like the wartime “V- 


Mail”) to 7144°x 11’... for the order 
form. Just fill-in, fold back and gum 
the flap. Saves the extra form. 


This department of THE REPORTER is reserved 
for the views and news of the mail order people .. . the 
men and women who use the mails to get immediate orders. 





Those are beautiful letterheads and 
enclosures being used by Harry and 
David, Bear Creek Orchards, Med- 
ford, Oregon, to promote their gift 
boxes. They are nearly as good look- 
ing as the pie cover on the Conven- 
tion Issue of THE REPORTER. 


And to match the beautiful illus- 
trations . copy is equally good. 
Well give Harry and David some 
free and well-deserved publicity by 
quoting one of the letters. It is good 
selling. 

It’s harvest time 
out Bear Creek way 


The sun sneaks down behind our orchards 
a little earlier these days, the nights are 
getting crisp, and just yesterday my brother 
Harry saw a flock of geese flying south. 


Which means it’s not a bit too early to 
remind you that now is a fine time to get 
your Christmas shopping out of the way. 


And here in these booklets we show you 
how to take care of everyone on your list. 





It’s OUR BUSINESS 
to Help YOUR BUSINESS 


SEND FOR THIS 
FREE BOOKLET 





a 
SEAS 











First Class Services for 


All Classes of Mail 
MAILING LISTS 


Compilation Maintenance 
MULTIGRAPHING 
MIMEOGRAPHING 


ADDRESSING 


Hand Typewritten 
MAILING OPERATIONS 
MAIL SURVEYS 


Stencil 











To make certain that the postman’s “homing™ ring means more business for 
you, we at A.MLS., through the operation of specialized mailing services, aid 
and abet your out-going sales strategy. 
next mailing? 


May we help you dispatch your 


Call or write .. . we'll be happy to serve you! 





ADVERTISERS MAILING SERVICE, INC. Kane-Kiernan Organization 
915 BROADWAY, NEW YORK 10, N. Y.—TELEPHONE AL 4-6666 
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For example, for your business friends and 
important customers, a Fruit-of-the-Mc oth 
Club Membership is a “natural,” a deli;ht- 
ful reminder of your business and you the 
whole year through. 


But the big thing we’d like to point out 
is that ordering gifts from Harry and D«vid 
doesn’t put your pocketbook on a fst- 
reducing diet. 


All of our gifts are priced as low or 
only a teeny bit higher than they were in 


1946 . so they're even greater vai ies 
today. We're pretty proud of this. 


Every price includes all the extras ou 
usually pay at stores, like gift wrapp ng 
and shipping charges. 


But your friends won't find these ¢g [ts 
in any stores; they’re exclusive, impres: ive 
and QUALITY a yard wide. 

Yes, there isn’t a single gift you woul: n't 
be proud to give or receive, not even if you 
owned Fort Knox, Kentucky. These are 
the sort of gifts that make folks glad tiey 
know you. . 


Please send us your list early . . . now, 
while you’re thinking about it. Then you'll 
get the gifts you want when you want them 
and give us the time to give you the service 


you like. 
Cordially, 
David. 
e 


We like the inspirational lead-in 
used by Fortune magazine in its latest 
subscription solicitation. Fran Pratt 
used a four-page, engraved letter- 
head . . . and starts his letter with 
this intriguing word picture: 


Christmas Season 1948 
Dear Subscriber: 


Preparations for Christmas, 1948, started 
at least seven years ago... 


. . when the six foot tree you'll decorate 
was planted. And today, hundreds of 
people in dozens of industries have com- 
pleted plans for your holiday: 


—your Christmas cards were designed 
18 months ago... 


your Christmas turkey, a poult now, 
was an egg in May... 


the children’s toys you’ll have so much 
fun buying at the last minute were 
ordered in March... 


—and the nutmeg for your eggnog left 
Granada, B.W.I., last week in the hold 
of a rusty Liberty ship. 


But despite all that year-round activity, 
most of us will still be deep in Christmas 
gift list problems this December 24th. 5o 
I thought you'd like to get an important 


part of your list checked off and out of tie 


way right now... 


by renewing your Christmas g {ft 


orders of FORTUNE. 


(Continued on Page 18) 
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Exclusive! 
; UNI-BAR | 


MULTIGRAPH» 
SINGLE BAR 
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CUTS COSTS %% w 26% 
CUTS TIME % 2 76% 


Turn your staff time into profitable, ALL-OPERATING 





time. . . and turn your Multigraph into a real 


printing press! Because in 48 hours after we 





receive your order, we'll send you a package of 
FRESH, CLEAN, PERFECT type .. . any type from our 
wide selection, up to 24-point. All you do is 


Slide the FULL 7" lines into your Segment, snap on 








ONE marginal band .. . and you are ready to run. 


Good for: Menus, Brochures, Envelopes, Office 








Forms, Statements, Invoices, Booklets, Price 





Lists, Manuals, House Organs, Imprinting! 





(Slugs can also be curved to fit vertical Segment ) 




















WE DELIVER IN 49 HOURS 


SEND US YOUR TRIAL ORDER TODAY 


138 NORTH 12th STREET 


LOcus1 4-3113 PHILADELPHIA 7, PA. 



















Received a letter from Paul Barter, 
Middlesex Business Service, Melrose, 
Massachusetts . . . telling about over- 
lapping of four mass mailings. Also 
the samples. 


Here’s what happened. 


Within one 24-hour period, the Bar- 
ters received 4 identical mailing pieces 
from 4 Boston department stores. 
Different letterheads, of course, on the 
four-page processed letter . . . but 
otherwise identical. 


From William Filene & Sons, Gil- 
christ Company, Jordan Marsh Com- 


pany. R. H. White. 


Mailed to charge account customers 

by Literary Guild of New York City 

whose book club facilities are 
advertised. 


Postage indicia shows “New York” 
as plain as day on identical envelopes. 
Printed in about 24 point type on 
front of each envelope ... “An out- 
standing offer you can't afford to 
miss . 


Certainly a haphazard job of sched- 
uling. Planners should have known 
that many folks have accounts with 
more than one department store. And 
therefore would be flooded to the 
point of irritation with the adver- 
tising. 


With certain mailings it’s difficult 
to avoid duplication. But it seems 
senseless to mail the same pieces at 
the same time in the same city to the 
same people. New York indicia on 
envelope certainly didn't boost effec- 
tiveness of campaign. Those are the 
sentiments of reporter Paul Barter. 
THE REPORTER is inclined to agree. 


Here's a frank and honest opener 
for a mail order appeal . . . being 
used by The White Cross Plan, Law- 
rence Avenue at Kenneth, Chicago 30, 
Illinois. 


It reads: 


Dear Friend: 


You and your family are invitec to 
apply for Charter Membership in the ne ly. 
launched, sensational White Cross | an, 
And it may interest you to know tha! on 
the basis of earlier mailings, of every |00 
persons who receive this invitation: 


52 will throw it away without readi 
30 will read, then throw away— 


13 will put the card aside but pn ver 
mail it- 


5 will mail back the postage-free « rd. 


lf you are one of these 5, you wil! re- 
ceive full details of Charter Member ip 
in the amazing new White Cross Ff an, 
the only one of its kind in existence. It 
offers an up-to-the-minute answer to tod .y’s 
dificult problem: “How can I finance my 
family’s health program for a few c. nts 
per day?” 


— 


-- 


Description and action appeal ‘ol- 
low. 


Maybe it’s too frank. And where 
did those statistics come from? We 
doubt that anyone can say with cer- 
tainty that 52 out of every hundred 
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the “know how” to assist you in organizing 





XCELLO provides 


your art and copy... determining 


your method of printing ... producing your work 


economically and quickly. Publications, 


catalogs, booklets, direct mail from black 


and white to full color... Now over one million 


impressions a day. 


Make your next job 








high in quality. 


XCELLO PRESS |< 





Van Bure’ 
8790 


LITHOGRAPHERS + PRINTERS » BINDERS * 400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS » 
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row a Direct Mail piece away 
| reading it. Who made such 
ey? How was it conducted? 
eorge Weaver . you tell us 
“IL print. 


e's a mailing list house oper- 
Plainfield, New Jersey .. . 

s doing the Direct Mail busi- 
xood. 


circular advertising the lists 
le makes loose, unfounded, un- 
itements which hurt all types 
rtising . . . especially Direct 


are some of the sentences in 
er which accompanies the list 


‘ew advertisements placed in pert- 
ver pay for themselves through 
‘les. 

ily, you may be able to reach a 
or even several million people 
a single Ad, but stop and think 
, many of these people ever take 
‘to read the Ads. 


i have good sales literature, nicely 
and properly presented, you are 
io get a percentage of sales large 
to return you a real profit. Nat- 
ie larger the list you use the larger 
‘erage percentage of sales will be, 
sing the larger lists you reach more 


prospective buyers, so for a profitable 
der business make 
and in as large a volume as you can 


mailings regu- 


If you do this you will be able to 
profitably and increase your volume 
- year after year. 


[his reporter doesn’t like that kind 


of selling. 


ly pe 


There is a place for every 


of advertising in our business 


world and each can sell itself, exist 
and prosper by confining its efforts 
to its own sphere and _ influence. 
Knocking one another won’t help any 


but w 


ill. instead, tend to destroy pub- 


lic confidence in all. 


Those 


make 
We 


ever 


knock) 
the 


7 
hurt 
atta: 


And {yj 


are 
tise) 
thin’ 
at | 


DEC 


of us in Direct Mail need 
no excuses for its existence. 


prove its worth every hour of 


day. But we don’t do it by 
ng other forms of advertising 
are vital too. 


Plainfield list enthusiast is 
¢ Direct Mail when he unwisely 
s other forms of advertising. 
is loose claims for Direct Mail 
angerous for potential adver- 
who might be influenced into 
ng that here at last is the gold 
end of the rainbow. 


MBER, 1948 











“Some firm on Brown’s 
route started using 
PONTON mailing lists! 
The replies really keep 
him loaded.” 


LISTS THAT RESPOND! 


You, too, will get more out of PONTON’S 
lists, because we put more into them. For 
better business and a more prosperous 
New Year, rely on the list service that is 
made to order to do the job you want done! 


INDIVIDUALLY COMPILED. You can’t buy a stock, 
shelf-stale list from us. Every Ponton list is 
compiled for you, exactly as you want it. 


UP-TO-THE-MINUTE. The best and very latest sources 
are used in compiling each list, and these sources 
are kept revised right up-to-the-minute. 


MAXIMUM AVAILABILITY. You can obtain Ponion 
lists on cards, labels, sheets, stencils, on your 
own mailing matter, or in any other form and 
in any breakdown desired. 


TOP SPEED AND ACCURACY. You are guaranteed 
the utmost speed of service and deliverability of 
your mail—by the house with 64 years of list 
leadership. 


UNLIMITED RESOURCES. 24,000 Classifications read- 
ily available. Any other special lists promptly 
and efficiently compiled for you. Latin American 
lists a specialty! 


CATALOG 


Users and producers of direct mail 
are invited to write for Ponton’s 
famous LIST O’ TRADES, the most 
complete Mailing List Catalog pub- 
lished. Write Dept. R 6. 


COMPLETE W. EST. 1885 
MAILING AGENTS 
See ewan fey iy 

oy cahbey AT THE HEAD OF THE ’ 
635 Avenue of the Americas, New York 11,N. Y. 








GEORGE KINTER’S 





One Advertising Man 
to Another 


MONTHLY LETTER EXPRESSING 





ONE MAN’S OPINION 


Reporter's Vote: Let this be understood: 
we do not blue-pencil the monthly letter 
from super-critical George Kinter. We be- 
lieve that honest criticism is good for the 
advertising business. George sent along all 
the pieces mentioned in this month’s let- 
ter. Wish we had the facilities and space 
to reproduce all of them. The average 
user of the mail has a big stake in the 
fight to keep the mails free from obnoxious. 
irresponsible and inane advertising. Such 
advertising hurts all Direct Mail . . . by 
lessening respect for the medium. 

This reporter has warned repeatedly 
against exaggeration, boastfulness and mis- 
representation and the blind following of 
tricky formulas. In spite of the warnings 

. there seems to be more of it today 


than ever before. Let’s make it tough for 


the culprits by criticizing them 
publicly. 
H. H. 


I've been wanting to tell you for 
some time, Henry, that I like your 
“Short Notes.” They make a sweet 
melody—sweet, that is for those in 
whose praise they are sung——but be- 
ing a lover of old-time barber-shop 
harmony, I'll confess that I sort of 
miss an occasional sour note. 


When I was a young buck I was 
always on the job at any party, 
picnic or wherever the boys would 
put their arms around each other, 
vet their heads together and give 
with “Sweet Adeline” and the “Old 
Mill Stream.” I thought I was a 
sood basso, but some of my old 
friends have told me, while remi- 
niscing, that about all I contributed 
to the harmony of by-gone years 
were sour notes and some of the read- 








GET A MORTGAGE PAPER 





¥ 100% rag 





runt ZV Ott 


High opacity is one of the most important qualities 
a mortgage paper can have. It makes reading 
easy. It lends importance to a document... 
Ask your printer—the expert... For 
mortgages or other documents super opaque 
Rising Parchment pays off in the quality 
impression it creates for your organization. 


Rising Parchment 


V super opaque 


V distinctive unglazed parchment finish 


EAB 
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V 6 standard sizes of envelopes 


V four weights 





WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


#2 Rising Papers 


ASK YOUR PRINTER ...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 











ers of my stuff tell me | am _ -till 
full of them. Could be. and ere 
are a few that a batch of Direct © {aij 
advertising. that has accumulate: on 
my desk during the past w ek. 
prompts me to sound: 

The first sour note arises from be. 
ing constantly kept in a state of 
amazement. Within the last we < | 
have been told by mail of t ree 
“Amazing new ways of doing thi igs, 
and I don’t think I have ever le: fed 
through a magazine that I hav -n't 
been warned by from one to a dc zen 
advertisers, that I can expect to be 
amazed by this, that or the o'er 
thing. I have wondered man: a 
wonder why anyone would want © ny- 
thing that would bewilder, stupify or 
dumbfound them when they can get 
something of a like nature that would 
please, satisfy or be of help to them. 

Sour note 2 is raised against the 
professional advice of doctors pic- 
tured in white coats and_ heads 
adorned with spotlights. There hap- 
pens to be only one in this weck’s 
batch of Direct Mail and I don’t think 
that | would want him as my medical 
adviser. Holding up a Dixie Cup, 
he tells me that it is the “greatest 
little cold stopper in the world.” If 
I had a bad cold I'd hate to depend 
upon a Dixie Cup to stop it. 

Prompting another sour note are 
the advertisers who forget the steak 
while selling the sizzle. Market Serv- 
ice. Inc.. got me all het up about 
its Speed-O-Moist, a doohickey for 
“saving time and money” in_ the 


sealing of envelopes and applying 
stamps. labels and stickers. I am 


given “10 Outstanding Features of 
the Speed-O-Moist” and what it will 
do for me, but nary a bit of infor- 
mation on how it works. It is pic- 
tured, but to me it looks like a box 
with a drawer containing what looks 
like tissue nose wipers. Maybe it is 
something entirely different. but why 
don’t they tell me. There are a lot 
of different kinds of steaks that siz- 
zle. and dumb me insists on know- 
ing the kind [I’m getting for my 
money. 

Letters and circulars bearing my 
name in large type rate another sour 
note and it is made more than sour 
when a picture is used with it. ‘he 
one this week, from my automolvile 
dealer (1 won't name him_ becaiise 
I may want another car some tim>). 
shows a picture of a grinning ¢ IV. 
along with the question in big ty :e: 


“MR. KINTER. HOW IS_ TH \T 
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“You 


ter is 
runs 
telling 


to gel 


CAR RUNNING?” 


The pic- 
s no resemblance to the dealer 
| thought he meant it to rep- 
me, I’d risk the chances of 
tting another car by telling 
A nice, simple and friendly 
personally typed or done on 
omatic typewriter or neatly 
iphed and carefully filled in 
have brought forth a sweet 
harmonize with my idea of 
'| building. 
ling Publications thumbs its 
“TC with the headline “FREE, 
DO MEAN FREE” in offer- 
‘Popular Song Hit” with its 
Home Piano Course. 


‘meographed letter from the 
K FI E CIT U F ITS 
» sell me something, which I 
is fruit, but if whatever it 
is no better than the lousy 
raphing, I certainly would 
ne of it. I couldn’t describe 
fulness of this letter, Henry, 
n sending it along with the 
iat possibly you can. 
e 2-page letter from the Na- 
Research Bureau, Dearborn 
Chicago, is a sample of the 


ters in an Idea Packet that is 
- for the Asking,” [ll try and 


strugsie 


along without them. The let- 
the old “come-on” type that 


into the second page before 


what I have to buy in order 
the “gift.’—in this case a 


subscription to the Direct Mail Idea 


Library. 


We'll have none of the 


ideas in a publication that uses such 
shop-worn ideas that it uses to get 
subscriptions. 


But 


enough sour notes, Henry. 


Near the bottom of the pile of my 
week’s accumulation of Direct Mail 
I find a letter from THE RECORDER, 
“The World Newspaper published by 


Brittain 
Canada.” 


Publishing Company of 
The letter is written on 


two sides of the paper and signed by 


D. 1. 


Titus, who is acquainted with 


the fact I have made my success in 


life. 
graph 
that 


his le! 


in m 
youn: 


task of 


its fu 
profi! 
will | 
publ; 
Beay 


Fort 


DEC} 


He tells me in the first para- 


that IT have done this. and 
the reason I am receiving 


ter. but he reminds me that 


organization are a number of 
men to whom will fall the 
directing my company through 


ire course and that they would 


rom THE RECORDER which 


xin. with the October issue. to 


' a series of articles by Lord 


brook on “How. to Win 
$9 


ABER, 1948 


That brings a chest-swelling sweet 
note as does the thoughtfulness of a 
number of advertisers who are either 
going to send me something or have 
reserved something for me. “Within 
the next few days” United States Sta- 
tionery Company is going to send 
me “one of the finest, useful and 
most convenient pieces of office equip- 
ment that has ever proved indispens- 
able to a great many users from coast 
to coast.” The writer of the letter 
feeling I deserved more than this. 
writes me again, saying that “Within 
the next few days I am going to 
send you one of our Executive 
Brief Bags, which has already proved 
indispensable to a great many dis- 
criminating, users from coast to 
coast.” 


And, believe it or not. the Mosely 
Selective List Service will, with my 
permission, send me a_ check for 
$714.50. They have shown me a 


facsimile of the check they will send. 


And the Vice President of the 
Connecticut Mutual Life Insurance 
Co.. Vincent B. Coffin. writes me that 
his company has reserved in my name 
a copy of a most unusual booklet, and 
sends me a post-free card to let them 
know that I would be glad to re- 
ceive it. 


See what I mean, Henry? Even 
a sounder of sour notes, like me, can 
wind up with some sweet notes and 
thus give his song that good old 
barber-shop harmony. 


If space permitted, I could sound 
some sweet notes for advertisers who 
supply house magazine editors with 
material, often in mat form, for their 
publications free-gratis-for-nothing. It 
costs them money to send this ma- 
terial either direct or through a syn- 
dicate, and all they get out of it is 
some plugs for their companies or 
products. 


For instance, the Gulf Oil Co.. 
through the SC Syndicate, passes 
along, in mat form, a picture of a 
guard at its plant and the earth- 
shaking news that he has retired. All 
the Gulf Company gets is an oppor- 
tunity to remind h.m. readers that 
its refinery is the country’s largest 
in point of production. Gawdblessem 
and many other unselfish advertisers 
who are easing the burdens of h.m. 
editors. It is mv intention to prac- 
tice up on some sweet notes for them 
in some future sone. 

Yours. 
GEO. 
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| Low Cost Typesetting! 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Sharp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting a matter 
of minutes. Ask for FREE illustrated 
catalog showing method and speci- 
men type faces. This entire ad set 
with Fototype! — 
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Mimeographing — Multigraphing 


A proven mailing organiza- 
tion primed for the exacting 
demands _ of 


direct mail 


advertisers. 


* 
Experts on questionnaires, 
office forms, surveys and 
presentations. 


* 


Geared for quick delivery 
on news releases, publicity 
stories, speeches, ete. 


* 
Serving advertisers, agen- 
cies, publicity and direct 
mail people for over 15 
years. 
x 


MARY ELLEN CLANCY 


250 Park Avenue, New York 17 
(at 46th Street) 


Plaza 9-1520 














Addressing Mailing 














Remember when you were pretty 
young and had to pass the graveyard 
on your way home? Remember how 
you whistled to try and keep up your 
courage? And then when you finally 
did get home, remember how when 
you were asked, you said: “Naw, | 
wasn t scared a bit!” 


Seems to us that we haven't heard 
so much “whistling past the grave- 
yard” in years as were hearing now 
about new postal rates that may be 
authorized by the Slst Congress. 


The “whistling” seems to take two 
forms. The first, which makes prac- 
tically no sense at all (to us) is 
based on the expressed belief. that 
there will be no further increases at 
all. The theory in this case being 
that because increased rates go into 
effect January Ist. neither the Post 
Office nor the Congress will have the 
time nor the inclination to make fur- 
ther changes in the immediate future. 


The second kind of “whistling” is 
based on the belief that when all the 
smoke has cleared away, it will-have 
been proven that further increases 
aren t justified. Of course the great 
bulwark in the foundation of this 
kind of “whistling” rests in the vague 
statements that have been made about 
the forthcoming Hoover Commission 
report. You will recall that Mr. 


Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 





DMAA Past President 


Hoover announced to a press confer- 
ence that it would probably be pos- 
sible to save two to three hundred 
million dollars in the operation of 
the Post Office, if his findings were 
put into operation. You probably 
also noted that he said not one single 
word about mechanical changes or 
modernization but merely talked 
about methods of bookkeeping and 
inferred, if not definitely stated, that 
elimination of .personnel was the 
solution. 


What Mr. Hoover didn’t say . 
and what we haven't seen or heard 
anywhere even in the remarks 
of the loudest “whistler’—is that it 
will be practically impossible to save 
anything like the amount of money 
mentioned by reducing personnel. 
even if the Post Office was the most 
ineflicient organization in the world— 
which it definitely isn't! 


In round numbers, approximately 
85% of the money spent to operate 
the Post Office goes to pay salaries 
and wages. Another 13% covers the 
cost of transportation of the mails. 
At the moment, the Air Lines are 
clamoring for increased rates and 
the Railroads are waiting for the 
1.C.C. to decide just how much of an 
increase they are going to permit. 
So you can be darn certain that the 


COPY OF ORIGINAL LETTER AVAILABLE ON REQUEST 


Industrial list Bureau 


THE HOUSE OF TESTED MAILING LISTS 
GRamercy 7-5169 


45 Astor Place 


The Emil Greiner Company re- 
oerts up to 10% response on 
some of our lists. None dropped 
below 5%. Competitive lists 
never showed better than a 
2-3% return. 


New York 3, N. Y. 








13% is not going to be reduced . , , 
rather it’s bound to go up. 


It's logical therefore, to ass ime 
that the 200 to 300 million sa ing 
must come from a reduction of »er. 
sonnel. And to save that kin of 
money would mean the eliminé ion 
of almost 100,000 postal emplo :es. 
That's pretty near 25% of those j,res. 
ently employed . and we d ubt 
if you believe it’s any more pos: ible 
than we do. 


Don’t get us wrong .. . we <er- 
tainly don’t want to condemn. the 
Hoover Report on incomplete or cis. 
torted rumors—and before we | ave 
had a chance to study it carefi ‘ly: 
but if it turns out to be simila~ to 
the press conference statement and 
some other things weve heard. we 
think an awful lot of money has |een 
wasted. 


The other things we've heard about 
the Report (and remember, please— 
they re only hearsay evidence) cover 
possible savings through reductions 
in service. Added together they sound 
like an attempt to get back to the 
“pony express’ days. We don’t know 
if they appear in the final report but 
weve been told that several of the 
suggestions concern reduction of 
personnel through reduction of de. 
livery and pick up service and in the 
case of R.F.D. mail . . . believe it or 
not, service only every other day. 


Personally, we think that the sav- 
ing of even 200 million dollars is 
pretty much of a paper dream 
and were definitely convinced that 
the Post Office will recommend fur- 
ther increases in postal rates because 
they d be just as certain as we are 
that the savings can’t be made if the 
Postal Service is going to remain a 
Service in the full meaning of the 
word. 


‘Long about this time you may 
be asking “Well, what do you think 
will be recommended?” Our answer 
is very simple . we don't know 
any more than you do. But we 
can guess that the recommendations 
wont be any less than those made 
by Postmaster Donaldson last March. 
In case you've forgotten, those sug: 
gestions called for increases in all 
classes of mail somewhat higher than 
the rates going into effect January Ist. 
Mr. Donaldson proposed a 2c rate for 
postcards and postal cards; increses 
in second class; a 1c minimun: on 
all third class mail, and increase in 


THE REPORTER OF DIRECT MAIL ADVERTIS!NG 
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class and special services to 
heir cost of handling. 

mber please, that we're only 
» that the new proposals will 


al to or higher than those 
ove. But remember too, that 


rch the Post Office was only 
a $325,000.000 loss, while 
s looking ahead to one of 
10,000. 


u want to go “whistling by 
veyard” it’s all right with us 
we re going to keep our eyes 
s open... and not be at all 
ed if this time the Postmas- 
es estions aren't listened to 
re carefully by Congress! 

* % % 


many years lettershops and 
: have been using their own 
l.. & R. permits to mail matter 
ng to their customers. Even 
the Post Office has ruled that 
ng house couldn’t use its per- 
a customer unless they (the 
ops, etc.) had prepared the 
its entirety (print the letter- 
nd/or circular, process the let- 





ter, supply and print envelopes, etc.) 
many shops used their own permits 
even though they had merely ad- 
dressed and/or mailed the pieces sup- 
plied by their customers. Come Janu- 
ary Ist, all will be changed. A new 
regulation goes into effect that day, 
which will require every mailer to 
have his own permit. Here is a copy 
of the new regulation: 

“Effective January 1, 1949, lettershops 
and printing concerns will be required to 
pay a $10 bulk mailing fee each calendar 
year for each customer for whom they 
print, prepare and mail third-class matter at 
the bulk rates under section 562, P. L. & R. 


“Persons holding permits to mail metered 
matter may continue to mail matter of their 
subsidiaries, afhliates, officers, etc., under 
their permits. If they desire to make bulk 
third-class ‘mailings the permit holder 
should be required to pay only one bulk 
mailing fee annually.” 


One other thing about mailing 
under section 562, after January lst. 
You will not be permitted to make a 
mailing unless you have paid your 
$10.00 annual fee before you make 
your first 1949 mailing. And _ re- 
member too, that the fee is based on 


the calendar year and will cover only 
the period between January Ist and 
December 31st, whether you mail once 
or a hundred times in the interim. 


* % * 


There’s a little more than meets 
the eye in the new regulations cover- 
ing the 3c minimum rate for odd-size 
mailing pieces. They not only cover 
pieces that cannot be easily faced and 
tied (mailing tubes, boxes, bags, etc.) 
they also cover EVERY piece that 
is smaller or larger than the mini- 
mum or maximum dimensions listed. 
In other words, a flat env elope smaller 


than 3° x4" will require payment 
of a 3c minimum even though it 


weighs less than an ounce and can 
be readily faced and tied. (If it 
meets the specifications for either di- 
mension, it will probably be O.K. to 
mail without paying the minimum 
charge . . . but to play safe, check 
your 244" x4" or 3” x31” pieces 
before you prepare them.) 


By the same token, any piece of 
mail over 9” in width or 12” in length 
(Continued on Page 32) 





Vari-Typer Writes with Print Types 
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In 300 Neat Styles and Sizes 


Vari-T'yped master copy or 
stencils give clean, black, 
sharp results. Right and left 
margins squared — words 
and characters properly 
spaced — ready for instant 
duplication by mimeograph, 
hectograph, offset, direct- 
to-plate, photostat or blue- 
— Many firms say Vari- 

yper hae saved them up to 
80%, on costs! Send for 
Booklet No. 012. Demon- 
stration arranged tosuit you. 


RALPH C. COXHEAD CORP. 


MBER, 1948 





@ Right in your office by your office typist. 
@ OPERATES LIKE A TYPEWRITER. 

® Changes type styles instantaneously. 
@ A DIFFERENT STYLE TYPE FOR EVERY PURPOSE. 


ari-I 


333 Avenue of the Americas ue 
New York 14, N.Y. Si 









A REPORT ON THE DIRECT MAIL COUR‘ 





' by Henry Hoke 


My new correspondence course in Direct Mail Advertising was started in January, 1948. Promotion was very 


low-pressure. 
my ideas for a year-long training program. 
“buy” on faith and sight unseen. 


No broadsides, fancy brochures, or extravagant sales talk. I wanted to proceed slowly anv test 
Test them ...on a group of serious-minded people who yy. »uld 
We are coming toward the end of the year for the first group. Each me: iber 


has received a section every two weeks ... with tests, assignments and personal advice. 


[ will not, at any time, reveal the names of those taking the Course. 


Some are beginners, but many ar: far 


advanced in the business world, and their “right to privacy” should be respected. But I can now quote ‘rom 
some of the letters received from “students” in twenty-eight states in U. S. A., Hawaii, Canada and Eng ind. 


Pil identify the following only by “type of business.” 


Promotion Manager of large Publisher: ‘Your course satisfies me com- 
pletely. It was your ad in The Reporter that first sold me. 1! went back 
a few minutes ago to reread that ad. The benefits are all, and more, than 
you promised. After Section 24, | expect I'll be able to say ‘Henry Hoke’s 
Direct Mail Training Program ranks as the best investment of its kind | 
ever made.’ One subtle benefit the program gives is this: The serene 
confidence you get from covering the whole field systematically. Anyone 
who could be dissatisfied with the course either knows it all already or 
will never learn anything.”’ 


Advertising Counselor in Hawaii: 
when | mailed my check. 
read many times.’’ 


Sections 4 and 5 are wonderful and will be re- 


Advertising Manager of an Ohio manufacturer: 
lating. It is well worth the time and cost.’’ 


“Your course is very stimu- 


Business Manager of a large national publication: ‘‘We received more than 
our money's worth in ideas. To show you how much we admire your style, 
format and mechanical handling, we've copied your make-up for a course 
we are conducting” (in an entirely different field). 


Junior Executive in large insurance company: ‘‘The course is of help to 
me in my work now .. . but will be even more valuable as | refer back 
to the material from time to time. Should be read once a year until prac- 
tically all of it is known by heart.’’ 


Envelope Manufacturer: ‘The course is packed full of authoritative infor- 
mation and crystal-clear reasoning. It is written in such a simple, easy 
style that | am pleasantly surprised to discover | am learning a great 
deal . . . and yet | never have the feeling that | am being put through a 
stiff course.”’ 


A Beginner in Canada: ‘The course is helping me. In a conceited moment, 
| thought the first sections were too short. Now | know they aren't. By 
the time you mull over the contents of each section and do only some of 
the assignments, the next section has arrived and is clamoring for attention.” 


Executive of a social service organization: ‘‘! admire your interest in your 
subject and appreciate the high standard ‘of morality and sincerity.”’ 


Executive of one of largest national advertisers: ‘‘Course is helping me 
very much. | don’t think some of the first lessons were too elementary. 
Even the veterans in this business need to be reminded of these simple but 
important facts.”’ 








‘| am getting more than | bargained for: 


Advertisement 


General Manager of a Roofing Manufacturer: ‘‘We have two young ‘en in 
our sales department who are interested in learning about Direct Mc | sell- 
ing. Both have been taking your course with a great deal of interes. The 
course is superior to anything | have ever seen. You have done « darn 
good job and all advertisers interested in Direct Mail should be gra eful.’ 


A Canadian Advertising Counselor: ‘‘Your course is a most usef.'! and 
interesting one. {| have already benefitted a great deal from it. | some- 
times wish the lessons would not come so thick and fast. This is not a 
very serious complaint, however, and | am really enjoying the course.” 


Advertising Manager of a Paper Manufacturer: ‘'| want to tell you again 
what a slick job you are doing with the course. There is enough good 
information in lessons. . . . | was going to pick out a couple of specific 
ones to comment on but they’re all so jampacked full of pertinent and 
useful information that | can’t do it. Let’s put it this wa | think 
that any three or four of the lessons contain enough useful material to 
make them worth the cost of the course. . 


No foolin’. 
Vice President of a large manufacturing company (who enrolled several 
members of advertising department): ‘‘Your course of instruction in Direct 
Mail Advertising is an excellent idea. It fills a great need for training in 
this subject. | can think of no one better qualified to conduct it. 


A Top-ranking Expert in Sales Training work: ‘’| wanted your course to 
make certain | hadn’t missed any important factors in this field. Your 
instruction is excellent, thrilling, complete and value-producing. 


“It’s fine. Wouldn’t change it a bit.” 
“We are finding your Direct Mail Course 


President of a Hosiery Mill: 


A Surface-coating Manufacturer: 
very interesting and instructive.” 


A Mid-west Advertising Counselor: ‘‘It’s a great course. Definitely helping 
me. Landed a nice Direct Mail account due to a proposal prepared after 
reading Section 3. | like the conversational style in which the course is 
written . colorful, easy to read, easy to understand.” 


Mail Order Operator: “At first | thought it contained too much old stuff 
but | realize now that this is to be a complete story of Direct Mail in itself. 
| am very well pleased so far.’’ 
Director of a social service agency: 
writing of great inierest and value. 
such advice.” 

Official of one of world’s largest social service organizations: 
good, Henry. | am enjoying the course. Here's another check.” 


‘| have found the sections on letter 
Too bad more people don’t receive 


"So far so 


An Advertising Counselor: ‘‘Your section 12 is worth the entire fee of your 
course. It is tops.’ 

A Beginner in the mail advertising service field: ‘The program is excellent 
and | am getting some real pointers for my new business.” 


A Paper Manufacturer: ‘We take our place near the front of the line of 
those who say your Direct Mail Advertising training program is worth-while. 


An Advertising Counselor: ‘| am greatly impressed with the thorough- 
ness of the teaching and the economy of words. Any young man (or ol 
man either) diligently pursuing your course would benefit very substan 
tially from it.”’ 


An Envelope Manufacturer: ‘| have found the sections interesting and 
instructive and am passing them on to other members of the organization 
after having given them thorough examination.’’ 


A Direct Mail Counselor: 


) ‘The course is interesting and valuable. !t is 
getting better all the time.’’ 


Enough testimonials for now! Remember .. . the state- 


ments above are direct “quotes” from just a few of the 
letters I have received from all: around the map. 


The Course will continue indefinitely. New groups are 
being started at two-week intervals. And since the Course 
is now completely written (which it wasn’t last January) 
..- T now have more time for corresponding with individual 
enrollees, correcting letters, and answering question. 
The fee for the year’s program is $115.00 in advance (oF 
partial payment terms can be arranged). 


Send your application to me personally ... either to 708 
Ring Building, Washington 6, D. C., or 17 East - 2nd 
Street, New York 17, N. Y. 

A few months from now, you too will be talking like the 
folks quoted above. 
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CO'!.LEGE 
STUDENTS 
AV ILABLE 


Th. City College of New York has 
deve cd a new plan. It should be 
of ¢ t value to both students and 
adve sing people of New York. 


i » Cooperative Training Course. 


Seni advertising majors at C.C.N.Y. 
will examined by the advertising 
staf! the college . . . then passed on 
by a «reening Committee ... made 
up aders in the advertising field. 
T! should present a select group 


and women .. . able to con- 
constructively to cooperating 


of i 
trib 
firm 


H: ~s how it works. 


Th se students OK'd for the Course 
will ork for interested advertising 


peop tor about 20 hours per week 
...a@ a minimum hourly wage. This 
perio: of time can be adjusted to the 
likes of the firm. Some may want 
the student 5 afternoons a_ week. 
Others for 24% solid days. Token pay 
suggested . . . $1.00 an hour. 


Looks like a wonderful opportunity 
lor those REPORTER readers in adver- 
tising and sales promotion work, who 
can use a bright college gal or guy 
around the office . . . and teach that 
person while he works. Working hand 
in hand with the college, the employer 
can help in the student’s educational 
program and at the same time 


receive a fair amount of work from 
him. 


Those interested should drop a line 
to Dr. Walter Gaw, supervisor, Co- 
operative Training Program, The City 
College of New York, 17 Lexington 
Avenue, New York 10, N. Y. He'll 


be glad to make arrangements. 


A POST OFFICE 
SELLS ITS MAIL 


Your reporter recently received a 
lew ore samples of how the Canad- 


' . . . . 7 
lan | ost Othce is selling its services. 


11” sheet of 
pape’... has simple, four-line rhymes 
abou Parcel Post. Money Orders, 


One on an 814” x 


DEC’ WBER, 1948 


Postal Notes and Air Mail. For 


example . . 
“T know we really shouldn’t boast, 


But have you tried our Parcel Post? 
It’s safe, it’s sure and priced to please, 


We also handle C. O. D.’s” 

Another . . . a plain 4-page folder 
titled “What’s your score?” Copy 
inside suggests “Join the Canadian 
Direct Advertisers’. Selling con- 
tinues: 


“Object . .. to present your case scien- 
tifically to the people of the world. 


Membership .. . limited to wide-awake 
business men and women who visualize the 


tremendous possibilities of Direct Mail 
advertising. 
Fees . .. only the postage required for 


the facilities waiting to be used by YOU 
at your local, Post Office.” 

THE REPORTER won't stop patting 
the back of the Canadian Post Office 
. . . for doing a noteworthy job of 
salesmanship. Why shouldn't the 
U.S. Post Office have a similar Pro- 
motion Department? After all, the 
Post Office is a big business. And 
what big business can prosper . . 
without going out and selling their 
services or products? 


2,000,000 
CONTACTS 


A clever stunt was brought to our 
attention this month... in an un- 
usually intelligent press release issued 
by Archer Label Company, 4528 Cut- 
ter Street, Los Angeles 26, California. 


The release, on Archer letterhead, 
was titled “Pennies for Billboards.” 
Tipped-on at top-right was a penny 
with smaller round label attached to 
it. Copy explains. 


Before tossing this out as just another 
sad ad, take a look at it. This penny rep- 
resents one of the cleverest advertising 
ideas we have seen in many a day. 


The whole point of it is just this. That 
label on the penny is a Contact or self- 
adhesive label. It sticks without being 
moistened and can be peeled off clean, 
leaving no deposit. 


Hixson & Jorgensen, Los Angeles, Adver- 
tising Agency for the West Coast’s Richfield 
Oil Company came up with this idea as 
one means of notifying West Coast listen- 
ers that the Richfield Reporter, for 17 
vears a nightly newscast on NBC, was 
switching to ABC. 


Two million Contact Labels were dis- 
tributed to Richfield dealers throughout 
the west. The dealers then applied the 
labels to the pennies which were used in 








Hixson & Jorgensen esti- 
penny will circulate at least 


making change. 
mate each 
three times before the label ad is removed. 


A last paragraph gave more details 
about the labels. 


The release was well-processed and 
was accompanied by the illustration 
here, a couple of advertising folders 
. .. and some sample labels. 


A complete package . . . designed 
to make the new product interesting 
enough for publication as well as 
purchase. 


SOMETHING 
NEW 


A revolutionary, electrically driven 
machine that types standard printers’ 
type in a great variety of faces and 
sizes .. . is now in limited production 
(see pix). Manufactured by Fairchild 
Camera and Instrument Corporation, 
88-06 Van Wyck Boulevard, Jamaica 


1, New York. Called the “Lithotype.” 


Using any Monotype face from 6 


(Continued on Page 26) 

















Are You Mailing 
lor the 


Sheer FUN of It? 


You can have a lot of fun working up fancy 


mail-selling promotions. You can make a 
lot of money at it, too - Ik the mailing 
lists you use represent the most logical 
prospects for your product or service. You 


can lose a lot if they don’t. 


We couldn't se// you mailing lists, because 
we don’t own any. But we've got more than 
2,000 privately-owned lists registered with 
us for rental —and each represents people 


who are known to be mail-responsive. 


You can be sure of reaching such pros- 
pects for your propos:tion by letting our 
experienced list analysts do your hunting 
for you. Write on your business letterhead 
“WHICH WILL YOU 


NAMES OR PEOPLE?” 


for our new folder: 


HAVE 


)-R Special List Bureau 


Division of Dickie-Raymond, Inc. 


80 BROAD STREET BOSTON 10, MASS 

















How can you 
SELL them 
unless you 





This Elliott Cardvertiser is the only machine in 
the world that both prints and addresses Post 
Cards and its speed is spectacular. 

The period of hard-to-get Merchandise is chang- 
ing to a period of hard-to-get Customers —an 
it is time for all business men to consider what 
and how they will advertise. 

Newspaper and costly mail advertising is dom- 
inated by big business. But if you have the ability 
to compile a mailing list and tell your story on a 
penny post card, this Elliott Cardvertiser will save 
some Wauaknete because it will get hundreds of ac- 
curately addressed and perfectly printed post 
cards into your nearest mail box within one hour 
of the moment you conceive the thought. 

May we send you copies of letters showing how 
the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you sell ? 


The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39, Mass. 

















to 24 point, caps and lower case, the 
Fairchild Lithotype makes typed copy 
for reproduction by letterpress or 
offset. Copy is typed on paper stock 
for reproduction by photo lithography 
and for engravings for letterpress 
work . . . or on paper or thin metal 
offset plates for direct image work. 


Claiming completely flexible adap- 
tation for any work, the Fairchild 
Corporation said the Lithotype pro- 
vides; combining Roman and italics 
in the same operation; Roman and 
bold face in the same operation; 15- 
second change of face or size; stand- 
ard typewriter keyboard; accurate 
spacing between lines, 6 to 12 point; 
accurate justification between words; 
accurate proportional spacing of 
characters; full lines justified at both 
ends; clear, sharp print for good re- 
production; controlled impression; 
print on paper or metal without em- 
bossing on back; multiple master 
copies with extra typing; simple jus- 
tification for all kinds of tabular 
work; and each character makes its 
own set size. 


Standard printers’ type is remov- 
ably mounted in two rows on the 
Lithotype; one row for capital letters, 
one for lower case characters. The 
type is in a light magnesium wheel, 
and the print is through a carbon 
ribbon. 


The form is first typed, using the 
space bar to space the words the 
minimum distance apart. After proof- 
reading, the form is retyped, using 
justifying keys for spacing the words. 
A scale shows the operator which keys 
to use. When this second typing is 
completed all lines are justified. 


Write Dudley Hollister at Fairchild 


for additional information. 


UP-SIDE-DOWN 
GLYPH REALLY 
RIGHT-SIDE-UP 


How many of you remember an 
item in the April REPORTER . . . that 
announced the new house magazine 
of United Fruit Company, Pier 3, 
North River, New York 6, N. Y.... 


called “Unifruitco” ? 


A “whispered aside” at the bottom 
of article informed Editor Dave 
Zingg that the illustration in the 


upper left-hand corner used or his 
cover (see pix) was upside d wn. 


Here’s Dave’s interesting rep 
Dear Mr. Hoke: 


Indicating, I am afraid, a very poor 
readership coverage of the trade pu §jica- 
tion field on my part, I have just ha the 
pleasure of looking through your _.pril 
issue of THE REPORTER. 


And pleasure it was! I discovere on 
page 40 the copious and kind cov. age 
devoted to the birth of Unifruitco. We 
are indeed grateful to you for the ace 
allotted to us. 


Had it been shortly after the public tion 
of the February issue (the one to \ hich 
you were referring in the story), I \ ould 
have torn out my worry-graying hair over 
your “whispered aside to Editor Z igg” 
regarding the “up-side-down”  illust: ‘tion 
on the front cover. In the meantime, ‘iow. 








ever, goaded on by many careful readers, 
| have had the opportunity to check this 
item as far as Guatemala City. The story 
which | think may interest you runs some: 
thing like this: 

Unifruitco commissioned a Guatemalan 
artist in New York to do the drawings 
of the Mayan glyphs for the February 
cover. Our artist, in turn, researched his 
way through a number of archaeological 
tomes and finally picked out the ones which 
appeared. When the artwork came in, | 
will admit the editorial staff didn’t notice 
the up-side-down glyph. It appears, how: 
ever, that our illustrator was not living in 
a Central American world of the past, but 
had inadvertently copied one of the few 
glyphs which had originally appeared 
carved in an up-side-down position. 


I enclose a copy of the February issue 
together with copies of issues pub!*shed 
since that time for your once-over. 

| am (fairly) sure that the staff of THE 
REPORTER won’t have to stand on thei 
heads to read them. With best rega: |s, 


Sincerely, 
(Signed) Dave — ingg 
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REPORTER has repeatedly con- 
| the attitude of some adver- 
iwencies in depreciating Direct 


We have always 
have 
distinct break. 


= which 


‘is a case history 


praised those 
given Direct 


which should 


» the records . . . principally 
\ how an agency can hurt its 
putation and the reputation of 


vertising by 


tations. 


making illogical 


very good reasons, we are de- 
ihe name of the agency itself 
prospective client. 


prospective client was a large 
eputable regional automobile 
. The company wanted its work 
1 by a responsible advertising 
.. The agency involved in this 


vas told in 


advance that the 


iny was completely sold on Di- 
rect. \lail Advertising and that any 
tation should be based on the 
primary use of that medium. 


presentation as 
agency. eliminating company refer- 
ences which might reveal the persons 
or the locality involved. We will make 
no additional comments. We simply 


ask 


will give you the complete 
presented by the 


\ou to read the proposal care- 


fully and decide for yourself whether 
you would employ such an agency. 
The agency in this case did not get 
the business. 


PRELIMINARY RECOMMENDATIONS 
ON PROCEDURE FOR A.B.C. COMPANY 


In presenting this analysis of the adver- 
tising and sales promotion problem of the 
A.B.C. Company, we want to go on record 
emphatically that we hold no brief for 
any one method of advertising. We are 
only concerned with selecting the method 
or medium most likely to bring results. 
We have an extensive background of retail 
as well as national advertising and we obvi- 
ously had to produce immediate, day-by-day 
results for retail accounts. We have also 
had considerable experience with such 
highly successful operations in your own 
field, such as D.E.F. Company. 


Diminishing Returns in Direct Mail 


In both types of merchandising it has 
been our definite experience that Direct 
Mail has reached the stage of diminishing 
returns and we have necessarily had _ to 
have recourse to other types of media, using 
Direct Mail only as a secondary, auxiliary 
medium. 


By a fairly exhaustive check, we found 
out that the primary reason for the de- 
creasing productivity of Direct Mail is the 
daily mounting duplication of competitive 
mailings. 


In fact, it is not unusual for a car owner 
to receive three to five offers of service, 
on very much the same basis, in the same 
morning mail. This is especially true of 
syndicated material, which may be bought 
by two competitors in the same line. The 
net result, of course, is that all three or 
five promptly go into the wastebasket, 
after no more than a glance that identifies 
them as mailing pieces. 

Involuntary vs. Voluntary Attention 


On the other hand, whereas the recipi- 





ent of a piece of Direct Mail has the option 
of voluntarily discarding it where it is no 
longer in sight, the newspaper reader, 
whether he wishes to or not, must have the 
message in sight as long as his eyes are 
on the page. In this way, he involuntarily 
absorbs the gist of the message before he 
even realizes it. 


And especially in the case of special 
offers or price-reductions, the headline 
alone can tell the story to such an extent 
that it promptly gets the interested atten- 
tion of the presently extremely price-con- 
scious public. 


You can buy the opportunity to “hit” 
much larger numbers of people per dollar 
expended in newspaper advertising than 
in Direct Mail, even considering the per- 
centage of A.B.C. owners. And it is obvi- 
ous that the more people who voluntarily 
or involuntarily SEE your offer, the more 
chances you have to SELL. 


The Tourist as a Market 


Furthermore, a Direct Mail campaign 
can only reach the car owners who are 
already established residents of Blanktown, 
whereas newspaper advertising obviously 
also reaches the constantly growing number 
of transients who may eventually settle here 
and who are swelling the population of this 
section at a rate unparalleled in the United 
States. 


For these reasons, and because we have 
actual, tangible evidence of results pro- 
duced by newspe »* advertising in your 
own field. as we: os in the retail field. 
where today’s offer must bring them in TO- 
DAY, or at the latest, tomorrow, we strongly 
recommend that you make a thirty to sixty 
day trial of the results on a specific offer 
or offers in newspaper advertising of a size 
adequate enough to be seen. 


It is our definite conviction, based on 
actual experience, that a continuous cam- 
paign of this type will not only bring 


(Continued on Page 28) 
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HOW to WIN 

2,000 to 50,000 

NEW MAIL ORDER 
CUSTOMERS 

DIRECT BY MAIL in 1949 


Concentrate YOUR keyed Mail Fire 
on MOSELY 


OUTSIDE LISTS OF MAIL 
CUSTOMERS of OTHER 
COMPANIES 


Thev'll address YOUR envelopes to 
their valuable responsive MAIL 
ORDER CUSTOMER LISTS at 
LOW COST. MAIL ORDER LIST 
HEADQUARTERS works out all 
arrangements for tests and Volume 
Mailings, follows through. 


Write all about YOUR 
Problem TODAY to 


Dept. R-12 







MA 
SELECTIVE LIST SERVICE 


38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 


NEW MAIL ORDER CUSTOMERS 
in VOLUME 











the MASON MAILMASTER.. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 
TAPE, TIME 






, 2 fOr 
Postal 

| Shipments 
No Wrapping—No Tying, 
65 sizes—1,000,000 boxes in 


stock for immediate delivery. 
—Send for Catalogue. 








BION 


BOX COMPANY 


New York Office 
175 Fifth Ave. 


Factories: Attleboro Falls and Taunton, Mass. 


MANUFACTURERS OF A COMPLETE LINE | 
OF SET-UP BOXES 


Main Office 
Attleboro Falls, Mass. 


short-term results, but will build a_ solid 
basis of public recognition and prestige for 
future expansion of the A.B.C. Company. 


Respectfully submitted, 
G.H.I. Advertising Agency. 


Reporters Note: No further comment. 
It is too completely asinine. 


PRINTING INK 
RESEARCH 


Spent an interesting day at Lehigh 
University, Bethlehem, Pennsylvania. 
going through the two and a half 
year old National Printing Ink Re- 
search Institute. Lots of equipment 

. and brains, headed by Dr. Albert 
C. Zettlemoyer and backed by nearly 
30 member printing ink manu- 
facturers. 


If you've been keeping abreast of 
the new developments in printing 
equipment, paper, plates. etc.. you 
can appreciate why the Institute was 


established. 


Increased press speeds, with their 
demand for faster drying inks, new 
types of papers and other printing 
surfaces and greater emphasis on 
multi-color printing called for rad- 
ically new and improved types of 
printing inks. Duplication of effort 
in testing, evaluation and adapting of 
new raw materials to printing inks 
to say nothing of trying to solve tech- 
nical problems with which the whole 
industry is faced—-were compelling 
reasons for taking this new and un- 
precedented step forward. 


You can look forward to_ better 
quality in printing in the years ahead. 


OF ALL 
THINGS! 


Are we in for another round of 
claims for “patent violation” in the 
Direct Mail field? If so. this reporter 
will have to roll up his sleeves again 
and start slugging. 


. . happened 
One of our friends in 


The silliest case ever . 
in’ November. 


the furniture business issued a mail- 
ing (a self mailer) promoting fold- 


ing chairs. On the address side. for 
an attention-getter. he reproduced a 
theatre ticket for “The Best Seat in 
the House.” 


Shortly after the mailing. this ad- 
vertiser received a letter from a firm 
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of attorneys in Massachusetts say. 
ing that he had violated a s} van 
used by the C. F. Church \' nou. 
facturing Company who make © let 
seats . . . for which “an applic. ion 
for registration of these words ‘s a 
trade mark with the U. S. P. ‘en 
Office” is now pending. 


The answer made by our frie: | to 
the attorneys was a masterpiec — of 
wit and wisdom. Won't mention | 
now until we see if there is any 
action. 


ime 
‘eal 


But if we all have to start | ing 
careful in our use of common ordi ary 


words and expressions, the adv: rtis- 
ing business will be in a bigger ess 
than ever. 

On top of this case... we lea ned 
that a well known Label Mani fae- 
turer is offering a miniature “| ;usi- 
ness Reply Label” on which is printed 
“Patent Applied For.” Those who 
sent us samples wanted to know 
“what's cooking?” 

They remembered that this _ re. 


porter advanced the idea of “Susi- 
ness Reply Labels” early in the war 


as a paper saving technique. We 
secured permission from the Post 


Office to go ahead with it. We printed 
the first miniature “business reply 
label” on the cover of the January 
1942 issue of THE Reporter. Offered 
it without any strings, to all label 
manufacturers and to all users of 
the mail. 


No label manufacturer has any 
right whatsoever to a “patent” or 
“natent applied for notice” on any 
Business Reply Label. 


To tell the plain truth . . . the 
label was a wartime experiment when 
supplies were short. They are cumber- 
some to handle and not as effective 
(in returns) as business _ reply 
envelopes. 


PAST PRESIDENTS' 
GET-TOGETHER 


With Homer J. Buckley. a founder 
of the DMAA and the Association's 
first president. looking on . . . Charles 
B. Konselman was presented with a 
plaque by the Association for ut- 
standing services during his 1')47- 
1948 term as. president. The off cial 
presentation was made on beha! of 
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the a-sociation by the new president. 
Dale Y. Ecton, at the third annual 
Past ‘residents’ luncheon at the Wal- 
dor{ \storia Hotel in New York City. 
Nov. uber 8th. 


ee 
> 


other past presidents also were 
hone cd at the luncheon in addition 
to tose named above: Robert R. 


Ram vy. Howard Korman. Edward 
\. \ ayer, Jr.. and Leonard J. Ray- 
mo! Other guests included present 
and ormer directors of the Associa- 
tion trade publication executives 


Y ork 


and epresentatives of New 
new ipers. 


I 1 informal talk. President Ecton 
calle attention to the gains made 
by | « Association during the past 
vear ond outlined some of his plans 
for} ogress during the coming year. 


Association's main energies 
this car.” he said, “will be pointed 
tows | further recognition of Direct 
Mai’ \dvertising as one of the five 
impo iant major advertising media.” 





Charles Konselman (left) receives plaque 
from President Dale Ecton 


He spoke of the special committee 
which has been set up under the 
chairmanship of L. T. Alexander. new 
DMAA director and manager of the 
Direct Mail and supply divisions of 
IE. 1. du Pont de Nemours & Co.. to 
survey Direct Mail courses in schools 
and colleges and those sponsored by 
advertising clubs, and to increase the 
number and caliber of these courses. 


| Mr. Ecton stressed the fact that 
it is the purpose of the Association 
to help attract to Direct Mail as a 


career the greatest number possible 
of trained and intelligent young 
persons, 


are planning also a greatl\ 
expanded program.” he continued. 
“in il Association activities in order 
lo ineet the crowing needs of the 
mer ers, 


er past presidents and directors 


Spo; briefly. Vir. ed A, Bethge 


DEC MBER, 1948 


urged that the DMAA be the spear- 
head of a movement to set the highest 
standards for the industry. Mr. 
Mayer reminded the gathering that 
we must never lose sight of the fact 
that we should make our medium a 
better selling implement. 


SALES 
TRAINING 


We haven't heard from Bernice 
Bowser for a long time. She made 
many talks before Direct Mail groups 
on training by mail and women’s re- 
actions to Direct Mail. 


Just re¢eived an interesting mimeo- 
eraphed bulletin-letter from Bernice 
and her partner, Jessica Bradt (oper- 
ating at 1186 Broadway, New York 1, 
\. Y.). The copy is worth reprinting 

. because it contains ideas for all 
Direct Mail people who must depend 
eventually on retail salesmen to de- 
scribe, display and merchandise their 
products. So here it is: 


Ever hear this old gripe? 


“RETAIL SALESMEN ARE DUMB!” 
Well, WE HAVE A DIFFERENT SLANT. 


We think sales people are people. Smart 
people. The type of people you need to 
know better. 


The type of people YOU’D BETTER 
KNOW BETTER! 


Why? 


Because a salesman is the man behind 
the advertising behind the product 
' behind the counter where YOUR 


product is being sold. 


And he’s the man directly in front of 


your potential customer! 


Ever think of it that way, sir? 
How about this? 


You spend a lot of money designing that 
product. 


You spend a lot of money packaging that 
product. 


You spend a lot of money displaying it 

. advertising it . publicizing it... 
and you spend a lot of money on top-notch 
salesmen who sell it to retail outlets. 


Then what? Does your big, beautiful 
merchandising campaign bog down at this 
point? 


Or, do you carry it one step further? 
Can you get your message through to the 
man who actually rings up the sale? 


Ideally. the retail salesman has to be 
informed directly just why your product 
gives twice or three times as much valu 


(Continued on Page 30) 


got ARI to spare? 











EUREKA'S 489 


DUPLISTICKERS 
CUT Direct Mail 
Addressing TIME 


That's all it costs to ad- 
dress one Duplisticker with 
Eureka's fast system 
for lowering ad- 
dressing costs. 











check these advantages: 


® Helps keep lists up to date! 

® Used on all type duplicators! 

® Exact registration with master copies! 
® Special process gives sharper legibility! 
® No special skill or equipment required! 
® Gets mail out on time! 








F Q ‘ ‘ Descriptiue Folder 


and Sample OR, 


ask your stationer for 


package — enough 
15° 








to address 1050 
mailing pieces. 


EUREKA SPECIALTY PRINTING CO. 





wid delaticls Man ae B 


made to order... 


No matter whom you want to reach 
... the country’s 39 largest corpora- 
tions employing 20,000 or more 
employees or the 1,200,000 small 
businesses employing fewer than 3 
persons...Dunhill will get for you 
their names, addresses, and any or all 
pertinent information. The country’s 
largest publishers, banks, insurance 
companies, industrialists, use Dunhill 
for lists. They can be tailored to your 
measure, cut to your pocketbook. 


Dunhill List Co. Inc. 
Dept. R, 565 5th Ave., New York 17 
Plaza 3-0833 
412 W. 6th St., Los Angeles 
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425 WEST 57th STREET 
NEW YORK 19, N. Y. 
Plaza 7-7835 





Write for booklet or phone 
for representative. 








REACH—ALL | 
Mailing “Lists on Labels’ 


$3.85 


Per M Addressed Labels 


A LIST FOR EVERY PRODUCT 
Send for Complete Catalog Today 


REACH ALL CO. 


2nd St. New York 9, N. Y. 
Jackson Bivd. Chicago 4, Ill. 


209 E. 
53 W. 











SAWDON SELF-MAILERS 


THE 4-IN-1 UNIT FOR EVERY DIRECT MAIL USE 


OUTGOING ENVELOPE, SALES LETTER, 
ORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 





ii. 





When you 
need 


RECENT 
BIRTH 


Remember 
WM. F. RUPERT 


Compiler of national birth 
lists EXCLUSIVELY for the 
past fifty years. 


90 Fifth Ave., New York 11 








LISTS 


CH 2-3757 





MAGIC WORDS 


That Sell by Mail 





Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully ome ey 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 











Competition is stiff. 
They want 


as your competitor’s. 
Customers are purse-bound. 
value. They want to be sold! 


But you must SELL THE SALESMAN 
BEFORE HE SELLS YOU! 

THIS IS WHERE WE COME 
WITH OUR SALES TRAINING. 


We know how to sell the retail salesman 
on your product. 


IN 


We know how to make him love that 


product. 

We know how to coach him on how to 
sell YOUR PRODUCT. 

WED LOVE TO PUT OUR KNOW 
HOW TO WORK FOR YOU. MAY WE? 

That is good copy. Whether you 
use Bowser-Bradt training programs 
or not... if you sell through retail 
outlets, part of your Direct Mail 
should include material to help the 
sales clerks do a better job. 


THE REPORTER 
GETS RIBBED 


The following item appeared in the 
June issue of THE REPORTER: 
DOUBLE TALK 

Why don’t copy writers decide what 
they want to say, and why, before getting 
started with a lot of double talk? 

Here are first two paragraphs of a 
recent mimeographed form letter sent to 
a general list: 


Dear Friend: 


Knowing you to be one of the out- 
standing leaders in your community. I 


have taken the liberty of sending you our 
new Oakite Emulsification Booklet, which 
in our humble opinion clearly illustrates 
the sound principles of modern household 
cleaning. 


Realizing the important work and time 
the 


you devote to welfare of your good 
community, I feel quite sure that the 
enclosed booklet will prove to be most 
helpful. 

Those two paragraphs are a good (or 


bad) example of the inappropriate use of 
insincere flattery. And what connection 
between flattery and product? 


Here is the entire copy of the four- 
page letter we received from Frank A. 
Conolly, 22 Thames Street. New 
York 6. N. Y. It’s too good to file 
and forget. 


Dear 


You don’t know me from a_ knot-hole 
in a fence, but I hope you will forgive 
the tenor of this letter, to let you know 
how much I enjoyed that journalistic blast 
of yours appearing on Page 28 of the June 


Henry :- 


“copy writing’. 


REPORTER Mail Advert 


of Direct 


Ing, 

“touchin’ on and appertain’ to” the eyi. 
dently futile efforts of one of our very 
poor but downtrodden copy writers. 
It is good folks like you that pu’ the 
“olive in the dry martini” as it wet | ip 
your high-minded understanding of | that 


oft-maligned profession referred to hb the 
high priests of the literary, know as 


es 


Your Freudian explanation of the in ica. 


cies of the human behaviour of the 
misguided efforts of our derelict copy 
writer and the way you dig into his very 
soul, leaving the poor fellow nothing sore 
than a quivering, shaking skeleton, : -ally 
opened up an entire new world to me. 

You even reached the seldom att. ined 


heights of perfect paraphrasing in the 
headline of your analysis ... it read 


DOUBLE TALK!! ... Brother, you a_nost 
blew your journalistic gasket on that one! 

WOW!!! 

This literary gem that you wrote. cer. 
tainly delves into the inner man. I) has 
that gilded prosecutor’s lilt to it, which 
is always so sparkling in the D)-triet 
Attorney’s office! Can’t you, in your own 
vivid imagination see the cringing 
culprit you lambasted, sweating it out, 
while questions that sear his very lieart, 
are tossed at him like fast balls from 


Bobby Feller? 

When you lay your own wrinkled brow 
on your pillow tonight and you toss from 
one side to another, the demons of your 
questions will reappear and will unques- 
tionably haunt you in the darkness. 


SHH - SHH! 
Remember your first question? 


“1. Why don’t copy writers decide 
what they want to say, and why, 
before getting started with a lot 


of double talk?” 


Doesn’t that make you feel like pulling 
the bed covers over your head? 

There you will lie twisting and 
turning on your Beauty-rest mattress, while 
grampa’s clock chimes 4:00 a.m. Then 
out of the pitch-black darkness of your 
own conscience, will come the repetition 
of this next question which you so slyly 
asked. 


“2. Those two paragraphs are a good 
(or bad) example of the inap- 
propriate use of insincere flattery. 
And what connection between flat- 
tery and product?” 


be mistaken, 
like hiding 


1 may 


will feel 


but by now 
under the mattress 
itself. Remember when you dipped 
your sharp-pointed pen into the ver) 
depths of this copy writer’s = your 
masterpiece . . . dug for yourself, a nic he 
in the marble slab of immortality. I ch ‘wed 
your sparkling comment from your : \ag@ 
zine to a group of well-known adver! ising 
men the other evening, up at the adver ising 
club. One of these gentlemen, after re. ding 
it. raised himself to the full height «° his 
eyebrows, dipped his salted pretzel inte 
his Daiquiri,’ and philosophically com 
mented as follows: 


you 
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ssunds like the boys from the 
RecorteR of Direct Mail Advertising 


m have collaborated on the writing 
of ove Bible itself. They are terrific! 
P, caps they could have written Tru- 
ms renomination speech before the 


I) from below the Macy-Gimbel 
| took a walk.” 

Wit! all the nice kindly things you 
could ive said, (for I understand you 
are np only famous, but shall we say, 
notor: = for your graciousness, on 


oceasi ) .. » you knifed our poor copy 
writer ight smack in the middle of a 
meta] and the poor man went home 
that t with blood-shot eyes, a totally 


deje person, another victim of your 
vitrio pen. We are now giving him 
sulfa ad penicillin treatments, trying to 
restor is former faith in mankind. 

You jolly little blast with its contagious 
paragry his of fun-loving undertones, 
remin. me that perhaps in your gayer 
mome . you might enjoy reading over 
the at hed explanation of what is wrong 
with Lincoln’s Gettysburg Address”, 
whicli -vidently certain editors, rewrite 
men, . ‘f-conspirators and other contribu- 


tors te the gentle art of “telling what is 


wrol with the other man’s. writing” 


evides thrilled to, when they grabbed 
their ie pencils, 

Now all kidding aside my good friend 
and by ag serious for a moment, I thought 
| mig) tell you the rather interesting story 
behins «his piece of copy. It was written, 
not by a cub copy writer still wet behind 
the eas . . . but to the contrary, was 
writte> by a middle-aged man going on to 
well-nivh 60 years of age. He is an old 
campaicner, and I know you would enjoy 


meeting him. 


He is a rather peculiar type of person 
too, and much to the embarrassment of 
everybody in the Advertising Department, 
he wears a Teddy Roosevelt “rough rider” 


type of campaign hat . . . you know, 
hooked up on the sides like the Anzacs 


do, so that they won’t have to roll up the 
brim of their hat when a fair young thing 
lays her head on their shoulders. This 
gentleman, by the way, wears loud sus- 
penders and attempts an Anthony Eden 
accent. . . he wears tight fitting trousers 
and celluloid collars. He is a gay boule- 
vardier, raconteur and “man about town” 


and always has his glass of sherry before 
dinner. 


The rest of our devastating copy writers 
call him “Sporty” and he wears a fresh 
plucked flower in his button hole, in a 
rather futile attempt at imitating Grover 
Whalen. But despite all that, he has a 
kindly soul and the rest of the boys in 
the copy writing section really think the 


world of him. 

I have gone into quite some detail on 
this, <> that you might know and realize 
the type of person this gent is and some 
lime you have a free. moment or two, 


wish you would call me on the telephone, 
(Rector 2-6241) as I would like this gent 
to hi the pleasure of your inspiring 
company perhaps at lunch time .. . 
“Dutci: Treat” of course, because I know 
the “\! vilemay-care” attitude of you editors, 
once ~ou start ordering champagne. 


Per’ ips after you have seen what is left 
poor ragged piece of humanity that 
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still remains after your devastating attack 
on him, | feel certain that every morning 
from now on, for the entire balance of 
your life, when you are shaving and 
lathering your Barrymore profile, that 
handsome-looking gent who looks _ back 
at you in the glass, will seem to be saying 
in admonishing tones, in complete har- 
mony with the rhumba-beat of your 
safety razor:— 


Be kind to copy writers, it may be later 
than you think!! 


Very truly yours, 
(Signed) Frank A. Conolly 


P.S. I know you will be positively thrilled 
to learn that this piece of copy writing, 
on which editorially speaking, 
you performed such a _ magnificent 
autopsy in your good magazine, actu- 
ally brought 23% returns on a 12,000 


mailing. “SALUTE! 
PPS. Yours»magazine, THE Reporter of 


Direct Mail Advertising, is read by 

all of our copy writers in the office, 
and they evidently seem to enjoy it. 
Reporter's Note to Frank Conolly: In 
spite of your clever letter . we'll stick 
to our guns. The recipients who com- 
plained were not “leaders in their com- 
munities”. They were newcomers. They 
couldn’t get the connection between being 
“a leader” and using Oakite Emulsification. 
The flattery fell flatter than a flounder. 
If 23% responded (2760) that’s a 


miracle, son. 


I'll take you up on that Dutch Treat 


lunch some day. 


LEVITT'S ANSWER 


Just finished reading the 8-page 
booklet recently published by Levitt 
& Sons, Inc., Manhasset, New York. 
They're the builders of that large 
6.000-home community at Levittown, 
Long Island. 


And it certainly does a powerful 
job of public relations. 


Here’s part of what Alice Kenny, 
secretary to William Levitt, says in 
a letter to THE REPORTER. 


“The booklet was written because, like 
in every large community or organization, 
there was a small group of professional 
eripers. We felt that the origin of the 
sriping was perhaps a little deeper than 
appeared on the surface. The booklet was 
our answer.” 

And an excellent answer, too. 


This short and_ well-thought-out 
“editorial” tells the whys and where- 
fores of the situation... in a calm 
and logical manner. The reasons for 
price increases, comparisons with 
other builders . . . and, in general, a 
sensible argument for Levitt’s prin- 
ciples. 





no 
magic 
formula 


There's no magic formula for increasing 
direct mail returns. Good design and copy, 
a few drops of imagination... will help a 
lot. Our resourceful staff will produce, with 
equal skill, an intricate catalog or a simple 
folder...an entire campaign or a single 
mailing. We'll do the layout and artwork 
only, or follow through with copy and com- 
plete production, as you may desire. Consult 
a Lippit specialist... there's no obligation. 
Ask him to show you the campaign which 
earned a 1948 DMAA ‘Best of Industry’ award. 
Pree — to advertising 
executives...the “Direct 
Advertising Reader's Guide’’ 
and ‘Your Direct Mail 


Problem’’. Please write on 
your business letterhead. 














75 
; jhe 


JULES LIPPIT ADVERTISING, inc. 
Direct Mail 
130 West 42nd Street, 


Specialists in Promotions 


New York 18 





Ohio National Life 
Insurance Company 


uses 


REPLY-O 


150 WEST 22nd St., 


PRODUCTS CO. 


NEW YORK 11] 





LOOK! More pictures 
* for less — 100 
smart, new photos monthly. 
Useful to pep up covers, ads, 
house organs, posters. Used 
by biggest advertisers. Write 
for FREE proofs No. 112. 


EYE*CATCHERS, Inc. 
0 East 38th Street New York City 16 


Y MAILING LIST SERVICE 


Lists Bought, Sold, Exchanged, Rented. 
Compiled to order. Selected individuals 





os 











4, im all categories. Mail order buyers, 
4, "executives, Professionals, Accountants, 
Yj, ete. Submit offers; state needs. 

Uj WALTER DREY, LIST BROKER 

Y 49 W. 45th St., N.Y.C. 19, LU 2-1838 








CLASSIFIED ADS 





ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITII pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 


I5P East 40th Street New York 16, N.Y. 





DIRECT MAIL LETTERS 


LETTERS BY GEORGE! Guaranteed to 
outpull mailings. George 


Feltner, Box 4207 So. Station, Denver, Colo. 


your” present 





MAILING LISTS 





ADDRESSING THOUSAND 
No charge for our lists 
SPEEDADDRESS BY SPEEDAMATIC 
18-02 43rd St., Woodside, N. Y. 


$3.50 





MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Ill. 


machines. 





DIRECT MAIL MAN 


ONE OF THE TOP-RANKING AND BEST 
KNOWN YOUNG DEPARTMENT HEADS 


IN THE COUNTRY SEEKS BROAD 
RESPONSIBILITY AND OPPORTUNITY. 
ABLE TO TAKE FULL CHARGE ALL 


PHASES OF LARGE OPERATION—PUBLI- 
CATION, PRODUCT OR SERVICE. $12,000 
MINIMUM SALARY ON ANNUAL  CON- 
TRACT BASIS. BOX 121, THE REPORTER, 
17 E. 42ND ST., NEW YORK 17, N. Y. 


Hit the SACK POT- 


-with your mailings: 


When you pay out good 
money for mailing lists, 
be sure they ure CLAS- 
ea eg »- « « real pros- 

ects for your particu- 
lar offer. Let a topflight mstliner Mant 
broker select the RIGHT lists for your 
promotion, Intelligent. Helpful. Amer- 
ican and Foreign lists available 
Choice lists from America’s leading 


name compilers. Write fo 
today. r information 


Ene J. ELLER (Mailing List Broker) 


126 Lexington Ave. 1000 S$ 
. utter St., 
New York 16, N. Y San Francisco 9, panes, 






















1,000,000 Original 
Letters of 1947-48 
Buyers For Rent 


Now released for use by other mail order accounts 
at an attractive rental price, original letters repre- 
senting cash buyers (No C.O.D.) of miscellaneous 
novelties. 800 male. Full details given to any in- 
‘-rested parties 


Johnson Smith Co., 6604 E. Jeff., Detroit 7, Mich. 
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PLAYING POST OFFICE 


(Continued from Page 23) 

(that covers 94"x1l0" or 12%2"x0") 
will require, regardless olf weight or 
tne dact that it too can be laced and 
ued, a minimum ol 3c per piece. 
Lhe Post Uthce holds that they can- 
not handle very small or very large 
pieces as readily as normal pieces and 
inerelore the minimum rate should 
be paid. You may question the di- 
mensions they ve chosen tor their 
limits, but you certainly cant argue 
the logic of their theory! 


Just before we wish you all a very 
Merry Christmas and wondertul re- 
turns from all of your mailings in 
1949, we d like to quote from a speech 
made by Walter VD. Fuller, President 
of the Curtis Publishing Co. betore 
the Annual Banquet of the National 
Association of Commercial Organi- 
zation Secretaries, at the Benjamin 
tranklin Hotel in Philadelphia, Va., 
on October 12th. Somehow, it re- 
minds us of his recent Saturday 
kvening Post ad about how inex- 
pensive POST advertising is in com- 
parison to sending a penny postal 
card to each of the four million Post 
readers (see August KEPORTER). 
However, here are the excerpts— 
three in number—not to our mind 
“taken out of context.” It all sounds 
just a little bit like some pretty hyster- 
ical “whistling past the graveyard.” 
1) “For example, | can prove to you that 

The Saturday Evening Post and the 
Ladies’ Home Journal, with their large 
volumes of advertising, some parts of 
which pay up to five times as high a 
rate as that paid by purely literary 
magazines, approach a break-even be- 
tween Post Office income and Post 
Office expense—this on the basis ot 
present assumptions which we think are 
weighted heavily against us. There are 
other publications in the same position 
we are. We believe we are wholly within 
our rights in asking that the facts 
be determined before arbitrary changes 
in rates are attempted.” 


~ 
-_ 


“We publishers feel that we have a re- 
sponsibility to resist the imposing of 
completely unfair penalties which we 
believe would in the long run cause 
great loss to the people of the nation 
and we feel that under no conditions 
should we pay any excess over cost be- 
cause of any inefficiencies in Govern- 
ment accounting or in Post Office opera- 
tions. Publishers regard their services 
as a major carrier of communications 
as of great value to the nation as a 
whole and particularly so in times like 
the present.” 


3) “May I say in closing this part of my 
talk that we publishers believe that we 
have had a large part in the develop- 
ment of the social and economic prog- 


THE REPORTER OF DIRECT MAIL ADVERTISING 





ress of America. We point out the: the 
United States is the only nation on «arth 
that has an alert and able ma: izine 
press. We point to many Americs. ae. 
complishments which have occurre | be. 
cause of the wisdom of the statesm n ip 
post Civil War days who made . ostal 
rates so attractive that they encou aged 
a tremendous development of wh. to- 
day we call the American ma: izine 
press. Few people understand the -reat 
contribution magazines have ma e to 
the national economy. Both the edi- 
torial and advertising sections of : \aga- 
zines stimulate sales; sales stin ulate 
production; and as production go: - up, 
unit costs go down. If it were nt so, 
this country would not have grow: and 
produced what it has. We believ: that 
there is no other individual force i this 
country that has done more to we! | the 
states of the Lnion together tha» na.- 
tional magazines.” 


However, some people seem will. 
ing to face facts and not try to lull 
themselves into a feeling of ‘alse 
securily by the sonorous sound of 
their own dissertations. We particu- 
larly like (for more reasons than 
one) the position taken in the edi- 
torial columns of the New York 
World-Telegram of November 29th. 
Here again are excerpts (but when 
you read them, please remember that 
a very minute percentage of either 
the World-Telegram or other Scripps- 
Howard papers are sent through the 
mail) : 

“Long before the election—in January, 
1947, and again in January, 1948—Mr. Tru- 
man asked for higher postal rates. In 1947, 
the department drafted a bill which, among 
other things, would have increased second: 
class rates sharply, but Congress didn't 
act on it. 


“We hope the new Congress will raise 
those rates. 


“The money the Post Office loses by 
carrying newspapers and magazines at less 
than cost of the service is a government 
subsidy to the press. And we don’t believe 
the government should subsidize the press. 
We repeat what we have said here many 
times before: 


“The World-Telegram and the Scripps 
Howard organization, of which we are 4 
member, want no free ride at the tax 
payers’ expense. We are willing to pay 
the cost of distributing our newspapers. 
We would like to see other newspaper 
and magazines join in asking for abolition 
of this government subsidy.” 


* 
> “GRITS AND GRINDS” is the mon 


iker of a very smart well-laid out ‘:ousé 
magazine ... published by Norton Uom 
pany (world’s largest producer of abrasive 
products) of Worcester 6, Massachusetts. 
In two colors, 24 pages, convenient ‘ Xx 

size. A self mailer, memorial ev ition 
... of the “Norton Spirit” was rel-ased 
in memory of Aldus Higgins, f«rmet 
chairman of executive committee. Nor 
ton’s doing a nice job of public rela ions. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING SERVICE — TRADE 


MAIL ADVERTISING SERVICES (Cont.) 
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> Gl and Associates, Inc...... 8729-78th St., Woodhaven 21, N. Y. Mary Ellen Clancy Company.......... 250 Park Ave., New York 17, N. Y. 
or yping Service........ 68-12 Roosevelt Avenue, Woodside, N. Y. Kent Associates, Inc.............. 30 Irving Place, New York 3, N. Y. 
MM Vicicr cecccesesccesoecesesesese 3902 - 9th Ave., Brooklyn 32, N. Y. Matlograph Co., IMC. .cccccccccceces 39 Water Street, New York 4, N. Y. 

Plummer Letter Service............eee0- Box 294, Chillicothe, Missouri 
ADVERTISING SPECIALTIES Willis ServicesS...cecesseeeeeeevees 33 West Hubbard St., Chicago 10, Ill. 
Adver' Specialties Mfg. Co....218 East 89th St., Brooklyn 12, N. Y. Woodington Mail Adv. Ser., Inc........ 1316 Arch Street, Phila. 7, Pa. 
ART, COPY & LAYOUT SERVICE MAILING CONTAINERS & BOXES ’ 
The V n Company......sceee. 425 West 57th St., New York 19, N. Y. The Mason Box COMpany......sssecseeeeceereees Attleboro Falls, Mass. 
MAILING LISTS 
| _ _ AUTOMATIC TYPEWRITERS | Advertisers Mailing Service, Inc......915 Broadway, New York 10, N. Y. 
Ameri Automatic Typewriter Co..610 N. Carpenter St., Chicago 22, Ill. George R. Bryant.....cccececccece: 55 West 42nd St., New York 18, N. Y. 
BLOTTERS D-R Special List Bureau..........22---- 80 Broad St., Boston 10, Mass. 
— alti , We Be i cd cecodccccewcececceces 49 West 45th St., New York 19, N. Y. 
Advel x Specialties Mfg. Co...... 218 East 89th St., Brooklyn 12, N. Y. Dunhill List Company........... 565 Fifth Ave.. New York 17, N. Y. 
BOOKS BH. cd. BOP. ccccccccccccccceces 1000 Sutter St., San Francisco 9, Calif. 
nent —“_ - ’ Guild COMPANY... ccccccccccccccccces 76 Ninth Ave., New York 11, N. Y. 
raph OOKS, INC... ceeeseeeececens 08 Ring Bldg., Washington 6, D.C. Industrial List Bureau.............. 45 Astor Place, New York 3, N. Y. 
Johnson Smith Co.........cccccees 6604 East Jefferson, Detroit 7, Mich. 
toe J BUSINESS FORM CREATIONS — . ie Wille MaGGeER. ....cccccccccccccccss 215 Fourth Ave., New York 3, N. Y. 
JO@ JO OM. ve reeeeeeeceves 3304 Grimes Ave., No., Minneapolis 12, Minn. J. R. Monty’s Turf Fan Lists...... 201 East 46th St., New York 17, N. Y. 
Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
. een CARDVERTISER W. S. Ponton, Inc...... 635 Avenue of the Americas, New York 11, N. Y. 
The E! Addressing Machine Co..127 Albany St., Cambridge 39, Mass. Reach-All Company..............06. 209 East 2nd St., New York 9,N. Y. 
Wim. PF. RUDCrE. .cccccccccccccccceces 90 Fifth Ave., New York 11, N. Y. 
DIRECT MAIL AGENCIES 
D. H nd Company, Inc........ 325 East 44th St., New York 17, N. Y. METERED MAIL EQUIPMENT 
Artwil MNDANY... cece cececcceseces 22 West 48th St., New York 19, N. Y. Pitmey-Bowes, IMC. ..ccccccccccccccccecccces .. Stamford, Connecticut 
Dutts abry, Me ceeerecdenesaes 633 N. Water St., Milwaukee 2, Wis. 
Kent CIMTES, TMG. ccccccccccece 30 Irving Place, New York 3, N. Y. MULTIGRAPH TYPE : 
Jules L. pit Advertising, Inc...... 130 West 42nd St., New York 18, N. Y. Uni-Bar Fastype Company........ 138 North 12th St., Philadelphia 7, Pa. 
MeNul' Advertising Agency...... 308 W. Washington St., Chicago 6, I 
Mailo Mr CO., TNC. .cccccccccces 39 Water Street, New York 4 N. y. MULTIGRAPHING 
Repl Products Company...... 150 West 22nd St., New York 11, N.Y. The Michael Press..........+6-. 145 West 45th St., New York 19, N. Y. 
*hilip ROSS COMPANY... ..ccccess 38 East 57tk . 
Tested Sales Producers, Inc........ 131 West Ssrd Bt, New York i N. y. : OFFSET ayy , 
Philip J. Wallach Company........ 150 East 35th St., New York 16, N. Y. Michael Lith Company............ 145 West 45th St., New York 19, N. Y. 
PAPER MANUFACTURERS 
laces DIRECT MAIL Vanene® COURSE The Champion Paper & Fibre Company................. Hamilton, Ohio 
7 MUGS. seosesveeseeveeseeseuns ast 42nd St., New York 17, N. Y. Fox River Paper Corporation.......... 2013 Appleton St., Appleton, Wis. 
ENGR Hammermill Paper COMpPany......ceeseseeeseneeceees Erie, Pennsylvania 
Pioneer-Moss, I AVERS International Paper Company....220 East 42nd St., New York 17, N. Y. 
LONCEL- MOSS, LMC. eeeeeeeeeeeeees 460 West 34th St., New York 1, N.Y. The Mead Corporation.............- 230 Park Ave., New York 17, N. Y. 
Rising Paper Company........seeeeees Wes ingfield, Massachusetts 
; ENVELOPES sing per Company est Springfie issachusetts 
Ameri in Envelope Mfg. Co........ 26 Howard St., New York 13, N. Y. PHOTOGRAPHS 
Atlan envelope Company........ Post Office Box 1267, Atlanta 1, Ga. Hye Catcters, IMC....cccccccces ..10 East 38th St., New York 16, N. Y. 
Cupple: Hesse COrp..cccces 4175 N. Kingshighway Blvd., St. Louis 15, Mo. 
Samuel Cupples Envelope Co., Inc......360 Furman St., Brooklyn 2, N. Y. PLATES & ee 
Curtis 1000, Inc WTTTTTTTrTrrTyT TTT Tre 380 Capitol Ave., Hartford 6, Conn. Remington Rand, IMC........sseeeees Main St., Bridgeport 1, Conn. 
Direct Mail Envelope Co., Inc...... 15 West 20th St., New York 11, N. Y. 
Massach isetts Envelope Co........ 641 Atlantic Ave., Boston 11, Mass. POSTCARDS 
rhe Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio Artvue Post Card Company........ 227 Fifth Ave., New York 10, N.Y. 
fension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. Reba Martin Kolorcards........ 145 West 45th St., New York 19, N. Y. 
United States Envelope Company.......ccccccccees Springfield 2, Mass. 
The Wolf Envelope Company......1749-81 E. 22nd St., Cleveland 1. Ohio PRINTERS = eee 
: , Po A eee ee Adams St., Brooklyn 1, New York 
se ENVELOPE SPECIALTIES The House of Dyal........cccceees 30 Irving Place, New York 3, N. Y. 
The Sawdon Company, Inc...... 480 Lexington Ave., New York 17, N. Y. Excello Press, INc...........0+:. 400 North Homan Ave., Chicago 24, Ill. 
— , The Michael Press.......... 145 West 45th Street, New York 19, N.Y. 
D COLORING 
ree TERI, Dis i vvccticcecnesnas 145 West 45th St., New York 19, N. Y SEALING & MAILING MACHINES 
. a Seal-O-Matic Machine Mfg. Co., Inc, .......... South Hackensack, N. J. 
MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Co...... i TYPE FACES 
sinh idaiahaatiiaalaie Scranton, Pennsylvania American Type Founders Sales Corp...................-Elizabeth, N. J. 
MAIL ADVERTISING SERVICES Fototype, INC... ...ceeeccecccccesseceees 1414 Roscoe St., Chicago 13, Ill. 
a ce Sete Service, Inc...... 915 Broadway, New York 10, N. Y. TYPEWRITERS 
sntut ‘tter : ; , 
etter Co., Imc.......... 48 East 21st St., New York 10, N. Y. Ll re 333 Avenue of the Americas, New York 14, N.Y. 
FOR SALE SITUATIONS WANTED WANTED—BUSINESS PARTNERS 
WRITING AND EDITORIAL, mastery of “ aa 
- . my position; will welcome offers from those ropolitan N. Y. willing to accept new part- 
4s . SMITH STENCIL CUTTING interested in promotion with friendliness, Ca for active participation. No promotions, 
MACHINES. Series 2030000. Perfect con- intelligence and restraint, rather than cloy- Cash available, $9,000 up, plus_ business 
lin - _ ing cuteness, stodginess or clamor. Prefer experience. Brokers Service, Box 124, 
ion. $150 each. Tradetype, Inc., 24 reputable publisher, educational or allied Reporter, 17 E. 42nd St., N. Y. 17. 
South Grove St., Freeport, N. Y. fields. Box 125, The Reporter, 17 East 42nd 
St., New York 17. SITUATION WANTED 
_— - ADVERTISING MGR’S ASSISTANT nein . i ale 
Moprer . Experienced; Successful copy style: Di- YOUNG MARRIED seeks position with 
5300 DUPLIGRAPH, in excel- rect Mail, Sales Promotion, Newspaper firm desiring services of one familiar with 
lent condition. Box 110, The Reporter, Ads, Layout, Production. Samples. Box direct mail - production, lettershop super- 
I7E. 2nd § s ; 123, The Reporter, 17 E. 42nd St., New vision. TA 2-2736. Box 122, The Reporter, 
(Eh. ond St.. New York 17, York 17. 17 E. 42nd St., New York 17. 
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SHORT NOTES 


(Continued from Page 5) 


kinds of arty booklets. Very versatile 
handling. One letter was recently mailed 
to Gruen Watch dealers in the metropoli- 
tan area, along with a copy of full-page 
ad to appear in future edition. Times 
suggests that dealer run a one inch ad 
on the facing page ... half of that bill 
agreed to be paid by Gruen. Order 
form and business reply envelope en- 
closed for convenience. 


App 


& PICTURE-IN-A-MINUTE photography 
is here on a commercial scale ... in a 
new camera called the Polaroid Land. 
Invented by Dr. Edwin Land, president 
of Polaroid Corporation, Cambridge 39. 
Massachusetts. Containing no tanks or 
liquids . . . it turns out a finished. per- 
manent, sepia-tone picture 34° x4%" ... 
one minute after shutter is snapped. Now 
on sale in Boston area for under $100. 
Film will be a bit more expensive than 
conventional film. Many uses .. . for 
advertising people. Especially agencies. 
Polaroid’s agency has used the camera to 
get approval of rush prints, drawings and 
layouts, without interrupting artist’s work. 
Photographers can use the P-L camera to 
check pose and lighting before taking 
the expensive color photograph. 


JJd 


> BOYS’ CLUB OF AMERICA has just 
released their latest booklet abput the 
club and opportunities it gives the kids. 
In yellow and black. this small but 
effective 3% "x6", 16-page piece should 
garner contributions jor this good cause. 
Office is at 381 Fourth Avenue, New 
York 16, N. Y. 


JJ) 


> SOMETHING BRAND NEW in enve- 
lopes . . . was sent to us by H. Kurt 
Vahle of Cupples-Hesse Corporation, 4175 
North Kingshighway Boulevard, St. Louis 
15, Missouri. It is pictured here. Ex- 
tremely effective. Has big possibilities. 
The die-cut shape can naturally be varied 








to suit the product or trademark. The 
shape of a wiener could be used for in- 
voicing or Direct Mail in the meat pack- 
ing industry; a diamond shape for a 
jeweler’s business. An effective red re- 
turn envelope with recipient’s address 
on reverse side shows through this heart- 


shaped cut-out. 


> APPOINTMENT OF FRANK C., GER- 
HART as advertising manager of Ameri- 
can Type Founders Sales Corporation, 
Elizabeth, New Jersey effective Decem- 
ber 1... came as a surprise to his 
many friends in Direct Mail. He will fill 
the vacancy left by the recent death of 
Robert B. Huddleston. Frank goes to 
ATF from the Champion Paper and Fibre 
Company, Hamilton, Ohio . . . where he 
has been situated for 12 years. During 
this time, Champion’s advertising pro- 
gram has kept pace with the company’s 
increased sales, and Frank has earned 
many honors for his ‘work, including the 
recent award of a Financial World bronze 
Oscar for the paper industry's — best 
annual report. 





&> JUST ANNOUNCED: The MASA 
and the DMAA will meet in Chicago 
for their 1949 Convention. Both at 
Congress Hotel. Here are the dates: 
MASA-- September 17, 18, 19, 20. The 
DMAA- September 21, 22 and 23. 








> AN UNUSUAL SURVEY was recently 
conducted by Bureau of the Census at 
the expense and request of “Better Homes 
and Gardens” magazine, 1716 Locust 
Street, Des Moines 3, Iowa. The results 
were published in a 20-page, black and 
green, 842"x 11” booklet . . . Comparisons 
are drawn between BH&G_ subscribers 
and their non-subscribing neighbors. In- 
clude income, home ownership, occupa- 
tion of head of family, education, size of 
homes and permanency of residence. 
Information in the Census study was 
obtained through an area sampling proj- 
ect involving calls on around 30,000 
families in 44 states. If you want a copy 
write to Des Moines. 


JJ 


> TWO BEAUTIFUL ANNUAL reports 
passed our desks this month. Both 
82"x 11", stitched on the short side. One 
is titled “1948 Annual Report-—-F. L. 
Jacobs Company”. A 20-page, very flashy 
(predominantly silver and gold colored 
inks) booklet . . . picturing and telling 
about Jacobs’ work. They make many 
different type products, such as the Laun- 
derall, Coca-Cola vending ma¢hines, auto 
parts and electrical home appliances. 
Address is 1043 Spruce Street, Detroit 1. 
Michigan. The other brochure is titled 
“A Quarter Century with Superior 
1923-1948” . . . published by Superior 
Coach Corporation, Lima, Ohio. A 28- 
page, red and black, scrapbook style 
report. Picture comparisons are made 
between Superior of °23 and 48. The 
old buses . .. and the new ones. Done 
by offset. Both first class jobs. 
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Pm HERE'S THE WAY George Ru nage 
is checking up his mailing list ov ¢ at 
Young America, 32 East 57th Street. Ney 
York 22, N. Y. (see pix). Mailed in 
window envelope with 1¢ meter in ‘icia. 
Whole thing is processed in simv ated 
pen and ink. Back of envelope has 
“Important Please check”. Only -hing 
inside ... is a self-addressed, govern nent 
penny postal card. Stencil impressic. on 
back of card shows through window. 
Economical ... yet not cheap lookin:. 
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> THE COMPOSING ROOM, INC. has 
just issued a 4.x 9°, 32-page index with 
types for machine and hand composition. 
Linotype, Intertype, Monotype, <A.P.L. 
Ludlow and foundry. Also a reproduction 
of proofreading marks, a pica seale and 
tidbits of printing information. Miss 
Mendel at Composing Room, Ine.. 130 
West 46th Street, New York 19, N. Y.. 
will see that you get one ... if you 
write her a note. 


JJ. 


& JUST STEPPED OUT of a dark closet 
holding Montgomery Ward's lates! 
stunt . .. a luminescent card. Its a cute 
little 7x 8°. red, yellow and brown illus 
tration on heavy stock. This clever give 
away is being distributed to all children 
visiting Ward stores or catalog offices 
throughout the country. Four million o! 
"em will be used this way. Front of card 
has Christmas greetings plus a glow-in 
the-dark picture of “Rudolph the Red: 
Nosed Reindeer” . . . M. W.’s traditional 
Xmas promotion tie-in. On back of piece 
... small ads of “Rudolph” toys, sweat- 
ers, etc. First glowing picture we've seen 
for some time. The promotion will be 
backed by newspaper ads . and a 
special movie for local theaters in all 
towns having Ward stores. Printing done 
by W. H. Wilton. Ine., 25 South Seele) 
Avenue, Chicago 12, Illinois. They’ie the 
fellows who did a lot of the glow-in-the 
dark printing used by the Army Air 
Force during the war. 


App 


> THE REPORTER STAFF exten Is to 
all of you . .. best wishes for a | app) 
holiday season. 
to a busy and better year in 194! 
for everyone, 


THE REPORTER OF DIRECT MAIL ADVERTI<!NG 


We are looking fo ward 
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DT. FLAT MAILER = TENSION TIE METAL CLASP 
tion 
and 
Miss 7 * 7 
130 : om 
vou Be yi 4a 2 tot : 
> @ P Weise \ ses 
| 9 TENSION ENVELOPES Wels 
bs : ; 4 ae MN Se 
‘VY STAND THE GAFFE! KAZ aS 
loset Protecting its contents against extreme conditions is an DEPOSIT BY MAIL 
ates! envelope’s prime purpose in life. No matter how smart looking 
cute . it may be or how easy it is to handle, an envelope must first 
illus prove its stamina and durability in the job for which it was 
give: created. 
dren At Tension, the need comes first. Before visualizing how 
flices a proposed envelope will look, designers carefully study what 
mol the completed envelope must do. In this purposeful planning, 
card Tension designers have turned out envelopes to contain sand 
wine samples without sifting . . . envelopes that are actually water- 
Red proof . . . envelopes to withstand the humid heat of the 
ional & Tropics . . . envelopes that expand to hold a hundred sheets 
piece or more without straining of the seams. | 
weal As your local Tension Representative will explain, Tension ee PACKAGING 
seen & Envelopes protect the cargo you entrust to them. More than : 
Il be BS that — they can save handling time, prevent mistakes, cut post- 
nd a : age costs, promote sales and attract attention through clever 
" all design and beautiful display. 
done 
eee Did you say —“TELL ME MORE?” 


e the & 
the fa Write on your letterhead today, stating your envelope prob- 
Air © lem and asking for free samples of sturdy Tension envelopes, 
s built to stand the gaff. No obligation, of course. 





ADDRESS THE TENSION FACTORY NEAREST YOU OR 
PHONE YOUR LOCAL TENSION REPRESENTATIVE 
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“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. @ St. Louis 10, Mo. 
Minneapolis 1, Minn. © Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100. Representatives Selling Direct to User 
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bring your 


layouts to life: print on 


Feondero ga ex t 
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This versatile watermarked International paper extends the warmest, brightest greetings 
of the season. Use Ticonderoga Text for letterpress, offset, gravure or photo-gelatin printing. 
With any process, it gives a distinction you'd expect only in much higher-priced papers! 
In laid and wove finishes, deckle or plain edge. Seven attractive colors, cream white and 


brilliant white. International Paper Company, 220 East 42nd Street, N. Y. 17, N. Y. 


INTERNATIONAL PAPERS 


ge for Printing and Converting 











